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AIMS. OBJECTIVES AND MCTHODOLOGY 
T h i s work i s i n t e n d e d t o b r i n g a l l t h e m a t e r i a l 
on M a r k e t i n g i n I n d i a " a t o n e p l a c e . A l though t h i s b i b l i o -
g r a p h y i s s e l e c t i v e i n n a t u r e , an a t t e m p t h a s b e e n made 
t o c o v e r a l m o s t a l l t h e a s p e c t s of ' M a r k e t i n g ' i n c l u d i n g 
f u t u r e s t r a t e g i e s i n I n d i a . M a r k e t i n g p l a y an i m p o r t a n t 
r o l e i n I n d i a ' s economy. I t i n v o l v e s s a l e , p u r c h a s e , s a l e s 
p r o m o t i o n , c h a n n e l s of d i s t r i b u t i o n , a d v e r t i s i n g e t c . 
The p r o c e d u r e f o l l o w e d i n p r e p a r i n g t h i s b i b l i o -
g r a p h y was a s f o l l o w s : 
1. The secondary sources were consulted in Maul ana 
Azad Library, Angarh to find out the locat ion of the 
a r t i c l e s , these secondary sources were: 
Guide to Indian Periodical L i t e r a tu re (Delhi 
Library Associat ion). 
Index Press Index (Indian Qocumen-bation Service, 
Gurgaon). 
Index India (Rajasthan University, J a i p u r ) . 
2. The relevant bibliography d e t a i l s were noted down 
on 5"x8" cards, following the ISI s tandards. 
3. Then primary sources were consulted at the following 
l i b r a r i e s : 
(i) Maul ana Azad Library, A.M.U., Aligarh. 
( i i ) Seminar Library of Cbmmerce Department, Aiigarh 
Muslim University, Aiigarh. 
( i i i ) Seminar Library of Department of Business Adminis-
t r a t i o n , Aiigarh Muslim Universi ty, Aiigarh. 
(iv) Dr. Zakir Husain Library, Jamia M n i i a Islamia, 
Delhi. 
(v) Delhi University Library, Maurice Nagar, Delhi. 
(vi) Ratan Tata Library, Delhi School of Economics, 
Delhi Universi ty . 
(vi i ) Faculty of Management Studies, Delhi Universi ty. 
(v i i i ) Library of Planning Commission, Sansad Bhawan 
Marg, Delhi. 
(ix) Shri Ram College of Coitroerce, Delhi University, Delhi. 
(x) Mass Communication Research Centre, Jamia MiHia 
Islamia. 
4. On completion of the abs t rac t s , sx±iject headings 
were assigned. Subject headings are completely co-extensive 
to the extent poss ib le . 
5. The subject headings were arranged in an alphabe-
t i c a l sequence of var ious elements. 
6 . In the end Author-Title index prepared providing 
reference to var ious e n t r i e s by t h e i r respect ive numbers. 
7. No subject index has been provided as bibliography 
I t s e l f i s arranged a lphabet ical ly by subject headings. 
(v; 
ARRANGEMENT 
B i b l i o g r a p h i c a l r e f e r e n c e t o p e r i o d i c a l a r t i c l e s 
Card h a s b e e n t a k e n t o f o l l o w s t r i c t l y t h e r u l e s 
and p r a c t i c e s of CCC. Thus i t g i v e a u n i f o r m i t y f o r t h e 
b i b l i o g r a p h i c a l r e f e r e n c e t h r o u g h o u t t h e s e l e c t e d 
b i b l i o g r a p h y . The i t a n s o f b i b l i o g r a p h i c a l r e f e r e n c e s 
f o r each e n t r y of p e r i o d i c a l a r e a r r a n g e d a s f o l l o w s : 
(a) Name(s) of Author ( i f more t h a n one a u t h o r s t h e n 
u s e (^) comma & and . 
(b) F u l l s t o p (.) 
(c) T i t l e of the a r t i c l e including the siabti t le, if any. 
(d) F u l l s t o p ( . ) 
(e) T i t l e of the per iodica l and underlined. 
(f) F u l l s t o p ( . ) 
(g) Volume number 
(h) Comma (,) 
(i) Issue number 
(j) Semi colon (.) 
Ck) Year of P u b l i c a t i o n s 
(1) Comma ( , ) 
(m) Month of p u b l i c a t i o n 
(n) Comma ( ,) 
(o) Da te o f p u b l i c a t i o n 
(p) Serai co lon (;) 
(q) I n c l u s i v e p a g e s o f t h e a r t i c l e 
(VI) 
SPECIMEN ENTRY 
RAJENDRAN (Diana) . Rura l m a r k e t i n g of Consumer s o f t s . 
I n d i a n J o u r n a l of M a r k e t i n g . 24, 4 ; 1995, Apr; 1 0 - 3 . 
Rura l m a r k e t i n g i s d e s c r i b e d o f t e n a s c h a l l e n g i n g 
f a s c i n a t i n g , e x p a n d i n g and h i g h l y p r o f i t a b l e . Need 
i d e n t i f i c a t i o n of t h e r u r a l consumer seems t o b e p r o b l e -
m a t i c due t o t h e i r v a r i e d t r a d i t i o n s , s e n t i m e n t s , 
s u p e r s t i t i o n , b e l i e f s a t t i t u d e and cus tomary p r a c t i c e . 
COMPOSITE BOOK 
The i t e m s of b i b l i o g r a p h i c a l r e f e r e n c e f o r each 
e n t r y of c o m p o s i t e b o o k s a r e a r r a n g e d a s f o l l o w s : 
( i ) Narae(s) o f Author ( i f more t h a n one a u t h o r s ( , ) 
^ (and) 
( i i ) F u l l s t o p ( . ) 
( i i i ) T i t l e o f t h e c h a p t e r i n c l u d e t h e s u b t i t l e , i f any 
( iv ) F u l l s t o p ( . ) 
(v) jta 
(v i ) Name(s) of E d i t o r ( B o o k ' s E d i t o r ) 
( v i l ) Comma ( , ) Ed. 
( v i i i ) T i t l e of t h e book 
( i x ) F u l l s t o p ( . ) 
(x) P l a c e o f p u b l i c a t i o n 
( x i ) Comma ( , ) 
(VII) 
( x i i ) Pub l i she r 
( x l i i ) Comma (,) 
(xiv) Year of p u b l i c a t i o n 
(xv) Fu l l s top (.) 
(xvi) p . 
(xv i i ) I n c l u s i v e pages of c h a p t e r . 
SPECIMEN ENTRY 
ODIER (Pa t r i ck ) and LENHARD ( D a n i e l ) . Marketing of 
p o r t f o l i o management s e r v i c e s . JCn Kostecki (MM), Ed. 
Marketing s t r a t e g i e s for s e r v i c e s . Oxford, Pergamon 
P res s , 1994. p . 10 5-24. 
Today t h e p o r t f o l i o management i n d u s t r y i s no 
longer s h e t t e r e d from compet i t ive p r e s s u r e s as i t was 
for most of t h e l a s t few decades. I t i s a f a s t moving, 
compe t i t i ve environment where quick dec i s ion making 
and f a s t ac t ion a r e e s s e n t i a l . S i g n i f i c a n t and sus ta ined 
change in t h e i n d u s t r y c r e a t e s unusual c h a l l e n g e s . The 
market for p o r t f o l i o management s e r v i c e s should s t i l l 
e x h i b i t s u b s t a n t i a l growth in t h e year t o come and 
t h e r e f o r e r e t a i n v a s t p o t e n t i a l . 
INDEX 
The index p a r t con ta ins a s author and t i t l e index. 
Index gu ide t o t h e s p e c i f i c en t ry or e n t r i e s in t h e b i b l -
iography and i s hoped t h a t would p rov ide very useful 




Today's companies must urgently and critically 
rethink their business mission and marketing strategies. 
Instead of operating in a marketplace of fixed and 
known competitors and stable customer preferences, 
today's companies work in a war zone of rapidly changing 
competitors, technological advances, new laws, managed 
trade policies and diminishing customer loyalty. 
Companies find themselves competing in a race where 
the road signs and rules keep changing, where there is 
no finish line, no permanent "win". They simply must 
keep racing, hopefully in a direction where the public 
wants them to go. 
Consider the fact that today's customers face a 
plentitude of products in every category. Consider that 
Cistomers exhibit varying and diverse requirements for 
product/service comoinations and prices. Consider that 
they have high and rising expectations of quality and 
service. In the face of their vast choices, customers 
will gravitate to the offerings that best meet their 
individual needs and expectations. They will buy on 
the basis of their perception of value. 
The marketing discipline is undergoing fresh 
reappraisal in the light of the vast global, technolo-
gical, economic and social challenges facing today's 
i 
companies. Mass markets are fragmenting into micromarkets; 
multiple distribution channels are replacing single 
channels; customers are buying direct through catalogues, 
telemarketing, and home video shoppinn; price discounting 
and sales promotion are rampant and are eroding brana 
loyalty; conventional advertising media are delivering 
less and costing more. These and other seismic marketplace 
changes mean that companies must reexamine their founda-
tional concepts and even reverse the very premises on 
which they .ouilt their successful business. 
Perhaps the basic change in marketing thinking 
is the paradigm shift from pursuing a sale to creating 
a customer. Past marketing has been largely transaction 
oriented; today it is more relationship oriented. In 
addition to designing the best marketing mix "to ntiake 
a sale", there is growing emphasis on designing the 
best relationship mix for winning and keeping customers. 
Good customers are an asset which, when v/ell managed 
and served, will return a handsome lifetime income 
stream to the company. In the intensely competitive 
marketplace, the company's first order of business 
is to retain customer loyalty through continually 
satisfying their neeas in a superior way. 
Marketing is so basic that it cannot be considered a 
separate function. It is the whole business seen from 
the point of vi^w of its final result, that is, from 
the customer's point of view,,,. Business success is 
not determined by the producer but by the customer. 
PETER DRUCKER 
Marketing consists of all activities by which a company 
adapts itself to its environment - creatively and 
profitably. 
RAY COREY 
Karket ing 's job is to convert s o c i e t a l needs in to 
prof i tab le o p p o r t u n i t i e s . 
ANONYMOUS 
Basic_Elements of the Marketing Concept 
1. Company-wide managerial awareness and appreciation 
of the consumer's role as it is related to the firm's 
existence, growth, and stability. As Drucker has noted, 
business enterprise is an organ of society; thus, its 
tasic purpose lies outside the business itself. And the 
valid definition of business purpose is the creation 
of customers. 
2. Active company-wide managerial av/areness of, and 
concern with interdepartmental implications of decisions 
and actions of an individual department. That is, the 
firm is viewed as a network of forces focused on meeting 
defined customer nefds, and comprising a system v/ithin 
which actions taken in one department or area frequently 
result in significant repercussions in other areas of 
the firm. Also, it is recognised that such actions may 
affi^ct the company's equilibrium with its external 
environment, for example, its consumers, its competitors. 
3. Act.ive company-wide managerial concern with 
innovation of products and services designed to solve 
selected consumer problems. 
4. General managerial concern with the effect of 
new products and service introduction on the firm's 
profit position, both present and future, and recognition 
of the potential rewards which may accrue from new 
product planning, including profits and profit stability. 
5 , General managerial appreciation of the role of 
marketing intelligence and other fact-finding and 
reporting units within, and adjacent to the firm, in 
translating the general statements presented aoove int.) 
detailed statements of profitable market potehtials, 
targets and action. Implicit in this statement is not 
only an expansion of the traditional function and scope 
of fonnal marketing research, but also assimilation 
of other sources of marketing data, such as the firm's 
distrioution system and its advertising agency counsel, 
into a potential marketing intelligence service. 
6. Company-wide managerial effort, based upon 
participation and interaction of company officers, 
in establishing corporate and departmental objectives, 
which are understood by, and acceptable to these 
officers, and which are consistent with enhancement 
of the firm's profit position. 
THE i^ftRKETING CONCEPT 
S i n p l y s t a t e d , t h e m a r k e t i n g c o n c e p t means t h a t 
an o r g a n i z a t i o n s h o u l d geek t o make a p r o f i t by s e r v i n g 
t h e needs of cus tomer g r o u p s , i t i s v e r y s t r a i g h t f o r w a r d 
and h a s a g r e a t d e a l of common-sense v a l i d i t y . P e r h a p s 
t h i s i s why i t i s o f t e n m i s u n d e r s t o o d , f o r g o t t e n , or 
o v e r l o o k e d . 
The p u r p o s e of t h e marketir>g c o n c e p t i s t o r i v e t 
t h e a t t e n t i o n of m a r k e t i n g managers on s e r v i n g b r o a d 
c l a s s e s of cus tomer n e e d s ( cus tomer o r i e n t a t i o n ) , r a t h e r 
t h a n on t h e f i r m ' s c u r r e n t p r o d u c t s ( p r o d u c t i o n 
o r i e n t a t i o n ) , or on d e v i s i n g methods t o a t t r a c t c u s t o m e r s 
t o c u r r e n t p r o d u c t s ( s e l l i n g o r i e n t a t i o n ) . Thus , 
e f f e c t i v e m a r k e t i n g s t a r t s w i t h t h e r e c o g n i t i o n of 
c u s t o m e r needs and t h e n works backward t o d e v i s e 
p r o d u c t s and s e r v i c e s t o s a t i s f y t h e s e n e e d s . In 
t h i s way, m a r k e t i n g managers can s a t i s f y c u s t o m e r s 
wore e f f i c i e n t l y i n t h e p r e s e n t and a n t i c i p a t e changes 
i n t h e c u s t o m e r n e e d s more a c c u r a t e l y i n t h e f u t x i r e . 
H o p e f u l l y , t h e end r e s u l t i s a more e f f i c i e n t marke t 
i n which t h e cus tomer i s b e t t e r s a t i s f i e d and t h e f i r m 
i s more p r o f i t a b l e . 
The principle task of the marketing function 
operating under the marketing ccjncept is not to mani-
pulate customers to do what suits the interests of the 
firm, but cather to find effective and efficient means 
of making the business do what suits the interests of 
customers. This is not to say that all firms practice 
laakiny in this way. Clearly, many firms still emphasize 
only production and sales. However, effective marketing, 
as defined in this text, required that consumer needs 
come first in organizational decision mailing. 
One ciualification to this statement deals with 
the question of a conflict between consumer wants and 
societal needs and wants. For example, if society deems 
clean air and water as necessary for survival, then 
this needs may well take precedent over a consumer's 
want for goods and services that pollute the environment 
WHAT IS MARKETING? 
One of the most persistent conceptual problems 
in marketing is its definition. For the purposes of 
this text, the following general definition by 
Professor Philip Kotler will be used. "Marketing is 
human activity directed at satisfying needs and wants 
through exchange processes". Although this broad 
definition allows the inclusion of nonbusiness exchange 
processes (that is, persons, place, organizations, ideas) 
do part of marketing, the primary emphasis in this test 
is on marketing in the business environment. However, 
this emphasis is not meant to imply that marketing 
concepts, principles, and techniques cannot be fruitfiilly 
employed in other areas of exchange. In fact, some 
discussions of nonbusiness marketing take place later 
in the text. 
WI-LA.T IS Ma^RKSTING MANAGEr-4ENT? 
Marketing management can be defined as "the 
analysis, planning, implementation, and control of 
orograms designed to bring about desired exchanges 
with target markets for the purpose of achieving 
organizational objectives. It relies heavily on design-
ing the organization's offering in te~ms of the target 
market's n:eds and desires and using effective pricing, 
com;minication and distribution to inform, motivate and 
service the market". It should be noted that this 
definition is entirely consistent with the marketing 
concept, since it emphasizes the serving of target 
;aarket needs as the key to achieving organizational 
objectives. The remainder of this section will be 
devoted to a discussion of the marketing management 
process. 
Organizational Mission and Objectives 
Marketing activities should start with a clear 
understanding of the organization's mission and objectives. 
These factors provide marketing management with direction 
by specifying the industry, the desired role of the firm 
in th' industry, such as research-oriented innovator, 
custom-oatch s >ecialist, or mass producer, and hopefully, 
a precise statement of what the firm is trying to 
accom.plish. Hov/cver, since written mission statements 
and objectives are often ambiguous or ill-defined, the 
marketing iaanager may have to consult with other meiiiLers 
of upper management to determine precisely what the firm 
is trying tc_> accomplish, both overall and during a 
soecific planning period. For example, a commonly stated 
organizational objective is "growth". Obviously, this 
objective is so general that it is practically useless. 
On the other hand, a statement such as "sustained growth 
in profits before taxes of 14 percent" provides a 
quantitative goal v/hich the marketing manager can 
use for determining desired sales levels and the marketing 
strategies to achieve them. In addition, the marketing 
manager must monitor any changes in mission or 
objectives and adapt marketing strategies to meet 
them. 
J l i 
Situation Analysis 
,vith a clear understanding of organizational 
objectives and mission, the marketing manager must then 
analyze and monitor the position of the firm, and 
specifically the marketing department, in terms of 
its past, or sent and future situation. Of course, the 
future situation is of primary concern. However, an 
analysis ot oast trends, and current situation are most 
useful for oredicting the future situation. 
The situation analysis can be divided into six 
major areas of concern: (1) the cooperative environment, 
(2) the competitive environment, (3) the economic 
environment, (4) the social environment, (5) the political 
environment, and (6) the legal environment. In analyzing 
each of these environments, the marketing executive 
must .search both for opportunities and for constraints 
or threats to achieving objectives. Opportunities for 
profitable marketing often arise from changes in these 
environments which bring about hew sets of needs to oe 
satisfiea. Constraints on marketing activities, such 
as limited supplies of scarce resources, also arise 
from these environments. 
The Cooperative Environment; The cooperative environment 
includes all firms and indivieiuals who have a vested 
X i 
interest in the firm's accomplishing its objectives. 
Parties of primary interest to the marketing executive 
in this environment are (1) suppliers (2) resellers 
(3) other departments in the firm, and (4) subdepartments 
and employees of the marketing department. Opportunities 
in this environment are primarily related to methods 
oi increasing efficiency, while constraints consist 
of sach things as unresolved conflicts and shortages 
of materials. 
The Competitive Environment; The competitive environment 
includes primarily other firms in the industry which 
rival the organization for both resources and sales. 
Opport inities in this environment include such things 
as (1) acquiring competing firms, (2)' offering demonst-
rably i;ett€?r value to consumers and attracting them 
away from competitors, and (3) in some cases, driving 
competitors out of the industry. The primary constraints 
in this environment are demand stimulation activities 
of competing firms and the number of consumers who 
cannot be lured av/ay from competition. 
The Economic Environment: The state of the macro-economy 
and changes in it also bring about marketing opportunities 
ana constraints. For exaiaple, such factors as high 
inflation and unemployment levels can limit the si^e 
of the market that can afford to ourchase a firm's 
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top-of-the ;ine product. At the same titae, these factors 
iaay offer a profitable opportunity to develop rental 
services for such products of to develop less expensive 
models of the product. In addition, changes in techno-
logy c-in provide significant threats and opportunities. 
For example, in the communication industry technology 
has developed to a level where, in the not too distant 
future, it may be possible to have totally wireless 
communication anywhere in the world. Obviously, such a 
system poses a severe threat to the existence of 
telephone and telegraph industries as they are today. 
The Social Environment; This environment includes general 
cultural and social traditions, norms, and attitudes. 
While these values change slowly, such changes often 
iring about the need for new products an# services. 
For example, a change in values concerning the desir-
ability of large families brought about an opportunity 
to market oetter methods of birth control. On the 
other hand, cultural and social values also place 
constraints on marketing activities. As a rule, 
business oractic^^s that are contrary to social values 
become political issues, which are often resolved by 
legal constraints. 
i.i 
Politjcdl Environment; The political environment incluties 
the attitudes and reactions of the general public, social 
and ousiness critics, and other organizations such as 
the Better Business Bureau. Dissatisfaction with such 
business and marketing practices as unsafe products, 
products that waste resoui^ces, and unethical sales 
procedures can have adverse effects on corporation 
iiiage and customer loyalty. On the other hand, adaptinn 
business and marketing practices to these attitudes can 
^e an opportmity. For exa.aple, these attitudes have 
brought about markets for such products as unbreakable 
children's toys, high efficiency air conditioned ~.;i 
more economical automobiles. 
The Legal Environment; This environment includes a 
host jf federal, state and local legislation directed 
at protecting poth business competition and consumer 
rights. In recent years legislation has reflected 
social and political attitudes and has been primarily 
directed at constraining business practices. 
Marketing Planning; 
In the previous sections it was emphasized that 
(1) marketing activities must be aligned with organiza-
tional objectives, and(2) marketing opportunities are 
often found by systematically analyzing situational 
environments. Ones an opportunity is recognized, the 
i t 
marketing executive must then plan an appropriate 
strategy for taking advantage of the opportunity. This 
process can be viewed in terms of three interrelated 
tasks: (1) establishing marketing objectives, (2) selec-
ting the target market, and (3) developing the marketing 
mix . 
Establishing Objectives; Marketing objectives are usually 
derived from organizational objectives; in some cases 
where the firm is totally marketing-oriented, the two 
are identical. In either case objectives must be speci-
fied and performance in achieving them should be 
measurable. Marketing objectives are usually stated as 
standards of performance (for example, a certain percen-
tage of market share or sales volume) or as tasks to 
be achieved by given dates. While such objectives are 
useful, the marketing concept emphasizes that profits 
rather than sales should be the overriding objective 
of the firm and marketing department. In any case, 
these objectives provide the framework for the marketing 
plan. 
Selecting the Target Markets; The success of any marketing 
plan hinges on how well it can identify consumer nf^ eds 
and organize its resources to satisfy them profitably. 
Thus, a crucial element of the marketing plan is 
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selecting the group or segments of potential consumers 
the firm is going to serve with its particular products. 
Four important questions must be answered. 
1, What do consumers need? 
2, V/hat must be done to satisfy these needs? 
3, What is the s ize of themarket? 
4, ;Vhat is its growth profile? 
Present target markets and potential target markets 
are then ranked according to (a) profitability, (b) o^esent 
and future sales volume, and (c) the match between what 
it takes to appeal successfully to the segment and the 
organization's capabilities. Those that appear to offer 
the greatest potential are selected. 
Developing the Marketing Mix: The marketing mix is the 
set of controllable variables that must be managed to 
satisfy the target market and achieve organizational 
objectives. These controllable variables are usually 
classified according to four major decision areas: 
product, price, promotion, and place (or channels of 
distribution). The importance of these decision areas 
cannot be overstated and in fact, the major portion of 
this text is devoted to analyzing them. Thus, it should 
be clear to the reader that the marketing mix is the 
core of the marketing management process. 
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The output of the foregoing process is the market-
ing plan. It is a formal statement of decisions which 
have been made in regard to marketing activities; a 
blueprint cf the objectives, strategies, and tasks 
to be performed. 
Implementation and Control of the Marketing Plan; 
Implementing the marketing plan involves putting 
the plan into action and performing marketing tasks 
according to the predefined schedule. Even the most 
carefully developed plans often cannot be executed with 
perfect timing. Thus, the marketing executive must 
closely monitor and coordinate implementation of the 
|)lan. In some cases adjustments may have to be made ih 
the oasic plan because of changes in any of the situa-
tional environments. For example, competitors may 
introduce a new product, which may make it desirable 
to speed up or delay implementation of the plan. In 
almost all cases, some minor adjustments or "fine tuning" 
will be necessary in implementation. 
Controlling the marketing plan involves three 
basic steps. First, the results of the implemented 
marketing plan are measured. Secondly, these results 
are compared with objectives. Third, decisions are 
made as to whether the plan is achieving objectives. 
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If serious deviations exist between actual and planned 
results, then adjustments may have to be made to redirect 
the plan tov/ards achieving objectives. 
Marketing Informatiorj Systems and Marketing Research: 
Throughout the marketing management process current, 
reliable and valid information is needed to make effective 
marketing decisions. Providing this information is the 
task of the marketing information system (MIS) and 
marketing research. 
Today marketing managers often feel buried by 
the deluge of information and data that comes across 
their desks. How can it be, then, that so many marketing 
managers complain that they have insufficient or 
inappropriate information on which to base their every 
day operating decisions? Professor Kotler has classifed 
these complaints into the following categories: 
1, There is too much marketing information of the 
wrong kind, and not enough of the right kind, 
2, Marketing information is so dispersed throughout 
the Company that great effort is usually needed 
to locate simple facts, 
3, Important information is sometimes suppressed by 
other executives or subordinates, for personal 
reasons. 
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4, lnu:)ortant information often arrives too late to 
be useful. 
5. Information often arrives in a form that provides 
no idea of its accuracy, and there is no one to 
turn to for confirmation. 
Marketing management requires current, reliable 
information oefore it can function efficiently. Because 
of this need and the information exploitation of the past 
decade, many large corporations have banked their total 
marketing knowledge in computers. Well-designed marke-
ting information systems can eliminate corporate losses 
of millions of rupees from lost information and lost 
opportunities. 
This oart is concerned with marketing informa-
tion systems and marketing research. Since the two 
concepts are easily confused, it is important initially 
to distinguish one from the other. In general terms, a 
marketing information system (MIS) is concerned with 
the continuous gathering, processing, and utilization 
of pertinent information for decision-making purposes. 
The primary objective of a MIS is to get the right 
information to the right decision maker at the right 
time. Marketing research, on the other hand, usually 
focuses on a specific marketing problem with the 
objective of providing information for a particular 
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Second, there are internal or intrafirm information flows 
(infor.aation that flows within the internal boundaries 
of the organizational system), 
External Infomiation Flows; As has been indicated, the 
external flow proceeds from the firm to the market and 
from the market to the firm. The flow of information 
from the environment to the firm is often described as 
marketing intelligence. Traditionally, the marketing 
research department has had exclusive responsibility 
for collecting this data. 
Marketing intelligence information includes data on the 
elements in the company's operating environment, such 
as com£5etitors, channel numbers and consumers, for use 
in evaluating short-run trends in the immediate 
environment. In addition, it includes long-run infor-
mation on the economic environment, such as consumer 
income trends and spending patterns, as well as 
developments in the social and cultural environment 
of buyers and prospective customers. This information 
is needed for both short-run tactical decisions and 
long-r.in strategic planning. 
Marketing Communication flow from the firm outward to 
the market in such forms as advertising messages, personal 
selling efforts, and product information. This is a 
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decision. As such, marketing research is an integral part 
of the overall marketing information system but is 
usually project oriented rather than a continuous 
process, 
i^=^RK':TIi\TG INFORMATION SYSTEMS 
i-lany types of information systems are requirea to 
manage a firm efficiently. For example, there is an 
accounting information system, a personnel information 
system, and a financial information system. The primary 
concern in this section is with only one of these 
information systems, the marketing information systems, 
which can be formally defined as: 
A structured, interacting complex of persons, 
machines and procedures designed to generate 
an orderly flow of pertinent information, 
collected irom both intra and extra-firm sources, 
for use as the fcmsis for decision-making in 
specified responsijoility areas of marketing 
management. 
Information Flows in the Marketing System 
Information flows in a marketing information system 
can be categd)ri2ed into two basic typos. First, there are 
external information flows, which include (1) intelligence 
inforuiation (information from the environment that flov/s 
to the firm), and (2) marketing communication (inforraa 
tion that flows from the firm to the environment).This is . 
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highly important type of information flov/, '..'hich is 
directi'^ d at influencing the market. This tooic will 
be discussed in detail in the promotion fj^ rt Tt 
will n.)t ce discussed further here because focus of 
this ,,;^j-- is on the information needs of marketing 
management. 
Internal Information Flows: It is obvious that when marke-
ting intelligence information enters the boundaries of 
the firm it must reach the right executive at the right 
time in order to be a useful input for decision making. 
Thus, information must flow through as well as to the 
organization. In addition, information generated within 
the firm mast be channeled to the right decision maker. 
The Marketing Information Center; 
Although the growth of the concept of a marketing 
information system has been fairly recent, most experts 
agree that a single, separate ITB rketing information center 
must exist in order to centralize responsibility for 
marketing information within the firm. This is necessary 
because both the users and suppliers of such information 
are widely scattered throughout the organization and 
some unit is needed to oversee the entire operation. 
The purpose or objective of such an organizational 
unit is to improve and upgrade the accuracy, completeness. 
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and timeliness of information for marketing management 
decisions. Kotler descriioes this entity as the "marketing 
nerve center" for the firm, which provides instantaneous 
information and develops analytical and decision aids for 
management. Specifically, he sees this new organizational 
unit providing marketing management with three major 
information services - gathering, processing, and 
utilization — in addition to numerous constituent 
services. 
1. Information gathering is concerned with locating 
information that is needed by or is relevant to the tasks 
of marketing management. It consists of three constituent 
services. 
The first is search activity, which is oased upon 
management's requests for certain types of marketing 
information and data. Search activities can range from 
locating already published data to conducting full-scale 
marketing studies. 
scanning is tne second information gathering 
service. This relates to the responsibility of the 
marketing information unit to assemble general market-
ing intelligence data. This involves scanning trade 
journals, reports, magazines, newspapers and any other 
source that may provide useful information pertinent 
to the executive's task. This also relieves executives 
from this time-consuming activity. 
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The third information gathering service is retrieval 
This involves storing and retireving information when it is 
needed. Many of the modern computerized information 
retrieval techniques can be used here, 
2. Information processing is designed to improve the 
overall quality of marketing information. Here there are 
five supporting services. 
The first is evaluation, which involves determining 
hov; much confidence can be placed in a particular piece of 
Information. Such factors as source credibility, and 
reliability and validity of the data must be determined. 
The information processing service is that of 
abstraction. This involves editing and condensing incoming 
information in order to provide the executive with only 
that information relevant to a particular task. 
Once information has been gathered, the service of 
indexing is very important. The purpose of indexing is to 
provide classification for storage and retrieval purposes. 
The fourth information processing service is that 
of dissemination, which entails getting the right infor-
mation to the right marketing decision maker at the right 
time. Indeed, this is the overriding purpose of an 
information system. 
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The final information processing service is that 
of storage. Every information system must provide effi-
cient storage of data so that it can be used again if 
needed, i-lany of the modern computerized information 
storage techniques can be used here. 
3. Information utilization dictates that the rrerketing 
information unit must assist in more than just information 
gathering and processing. It must provide additional 
support in aiding the executive in utilizing the infor-
mation. This means that the niarketing information unit 
mast include specialists in statistics, psychology, 
econometrics and operations research in order to deter-
mine executive needs and interpret research results. 
lAARKETlNG RESEARCH 
Marketing research should be an integral part 
of the marketing information system. In essence, marke 
ting research combines insight and intuition with the 
research process to provide information for making 
decisions. In general, it can be defined as "the 
systematic and objective search for an analysis of 
information relevant to the identification and solu-
tion of any problem in the field of marketing". 
Today's marketing managers should understand the 
role of research in decision making. It cannot be over-
d.) 
stated that niarketinr] research is an aid to decision 
;uaking and not a substitute for it. In other woirds, mar-
keting research does not make decisions but it can subs-
tantially increase the probability that the loest decision 
will De made. Unfortunately, too often raarketing managers 
view marketing research reports as the final answer to 
their problems. Instead, marketinq managers should 
recognize that (1) even the most carefully controlled 
research projects can be fraught with pitfalls, and 
(2) decisions should be made in the light of their own 
knov;ledge and experience and other factors that are 
not explicitly considered in the research project. The 
introduction and subsequent failure of the Edsel automo-
bile is a classic example of the use of marketing 
research findings that were not properly tempered with 
sound executive judgment. 
Although marketing research does not make decisions, 
it is a direct raeans of reducing risks associated v/itn 
managing the marketing mix and long term marketing plannina, 
In fact, a company's return on investment from marketing 
research is a function of the extent to v/hich research 
outp.it reduces the risk inherent in decision making. 
For exaiiiple, marketing research can play an important 
role in reducing new product failure costs by evaluating 
consumer acceptance of a oroduct prior to full-scale 
"selling". Products were produced and either simply 
marketed for sale or aggressively promoted to generate 
sales. During the last three decades the marketing 
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stated that taarketing research is an aid to decision 
making and not a substitute for it. In other words, mar-
keting research does not make decisions but it can subs-
tantially increase the probability that the best decision 
will be made. Unfortunately, too often marketing managers 
view marketing research reports as the final answer to 
their problems. Instead, marketing managers should 
recognize that (1) even the most carefully controlled 
research projects can be fraught with pitfalls, and 
(2) decisions should be made in the light of their own 
knoivledqe and experience and other factors that are 
not explicitly considered in the research project. The 
introduction and subsequent failure of the Edsel automo-
bile is a classic example of the use of marketing 
research findings that were not properly tempered with 
sound executive judgment. 
Although marketing research does not make decisions, 
it is a direct means of reducing risks associated with 
managing the marketing mix and long term marketing planning, 
In fact, a company's return on investment from marketing 
research is a function of the extent to which research 
output reduces the risk inherent in decision making. 
For exainple, marketing researdh can play an important 
role in reducing new product failure costs by evaluating 
consumer acceptance of a product prior to full-scale 
da 
introduction. 
In a highly competitive economy a firm's survival 
depends on the marketing manager's ability to make sound 
decisions, to outguess competitors, to anticipate consumer 
needs, to forecast business conditions, and to plan 
generally for company growth. Marketing research is one 
tool to help accomplish these tasks. Research is also 
vital for managerial control, because without appropri-
ate data the validity of past decisions on the performance 
of certain elements in the marketing system (for example, 
the performance of the sales force or advertising) cannot 
be evaluated reliably. 
Although many of the technical aspects of marketing 
research such as sampling design or statistical analysis 
can be delegated to experts, the process of marketing 
research begins and ends with the marketing manager. In 
the beginning of a research project it is the marketing 
manager's responsibility to work with researchers to 
define the problem carefully. When the research project 
is completed the application of the results in tterms of 
decision alternatives rests primarily with the marketing 
manager. For these reasons, and since the marketing 
manager must be able to communicate with researchers 
throughout the course of the project, it is vital for 
managers to understand the research process from the 
researcher's point of view. 
The Research Process: 
Marketing research can be viewed as a systematic 
process for obtaining information to aid in decision 
making. Although there are many different types of 
marketing research. 
Purpose of the Research; The first step in the research 
process is to determine explicitly the purpose of the 
research. This may well be much more difficult than it 
sounds. Quite often a situation or problem is recognised 
as needing research. Yet the nature of the problem is 
not clear or well defined. Thus, an investigation is 
required to clarify the problem or situation. This 
investigation includes such things as interviewing 
corporate executives, reviewing records, and studyintf 
existing information related to the problem. At the end 
of this stage the researcher should know the specific 
question or questions the research is to find answers, 
to that is, why the research is being conducted. 
Plan of the Research; The first step in the research plan 
is to formalize the specific purpose of the study. Once 
this is accomplished, the sequencing of tasks and 
responsibilities for accomplishing the research are 
spelled out in detail. This stage is critical since 
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decisions are made that determine the who, v/hat, when, where, 
of the research study. 
An initial decision in this stage of the process 
is the type of data that will be required. The two major 
types of data are primary and secondary. Primary data is 
data that must be collected from original sources for the 
purposes of the study. Secondary data is information 
which has been previously collected for some other 
purpose but can be used for the purpose of the study. 
If the research project requires primary data, 
decisions have to be made as to : 
1. How will the data be collected? Personal interviews? 
Mail questionnaires? Telephone interviews? 
2. How much data is needed? 
3. What questions will be asked and how many? 
4. Who will design the questions and collect the data? 
5. Vv'here will the data be collected? Nationally? 
Regionally? Locally? At home? At work? 
it 
6. ;#ien and for hov; long will/be collected? 
If secondary data will suffice for the research 
question(s), similar decisions have to be made. However, 
since the data is already in existence, the task is much 
simpler (and cheaper)^ For example, most of the sources 
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of s e c o n d a r y d a t a a v a i l a b l e i n a p u b l i c o r U n i v e r s i t y 
l i b r a r y . 
I n a d d i t i o n t o d e t e r m i n i n g d a t a r e q u i r e m e n t s , t h e 
r e s e a r c h p l a n a l s o s p e c i f i e s t h e method of d a t a a n a l y s i s , 
p r o c e d u r e s f o r p r o c e s s i n g and i n t e r p r e t i n g t h e d a t a , and 
t h e s t r u c t u r e of t h e f i n a l r e p o r t . I n o t h e r words , t h e 
e n t i r e r e s e a r c h p r o j e c t i s s equenced , t h e r e s p o n s i b i l i t y 
f o r t h e v a r i o u s t a s l<s i s a s s i g n e d . T h u s , t h e r e s e a r c h 
p l a n p r o v i d e s t h e framework f o r t h e c o o r d i n a t i o n and 
C o n t r o l of t h e e n t i r e p r o j e c t . 
CONSUMER BEHAVIOR: 
The m a r k e t i n g c o n c e p t e m p h a s i z e s t h a t p r o f i t a -
b i l i t y m a r k e t i n g b e g i n s w i t h t h e d i s c o v e r y and u n d e r -
s t a n d i n g of Consumer n e e d s and t h e n d ^ e l o p s a marke -
t i n g mix t o s a t i s f y t h e s e n e e d s . T h u s , an u n d e r -
s t a n d i n g of c o n s u m e r s and t h e i r n e e d s and p u r c h a s i n g 
b e h a v i o r i s i n t e g r a l t o s u c c e s s f u l m a r k e t i n g . 
U n f o r t u n a t e l y , t h e r e i s no s i n g l e t h e o r y of 
consumer b e h a v i o r t h a t can t o t a l l y e x p l a i n why consumers 
b e h a v e a s t h e y d o . I n s t e a d , t h e r e a r e numerous 
t h e o r i e s , mode l s , and c o n c e p t s making up t h e f i e l d . 
I n a d d i t i o n , t h e m a j o r i t y of t h e s e n o t i o n s h a v e b e e n 
borrovjed from a v a r i e t y o f o t h e r d i s c i p l i n e s such a s 
s o c i o l o g y , p s y c h o l o g y , s o c i a l p s y c h o l o g y and economics 
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and must -be integrated to understand consumer behavior. 
In this part some of the many influences on 
consumer behavior will be examined in terms of buying 
process. The part will proceed by first examining 
the buying process and then discussing the group, 
product class, and situational influences on this 
process. 
TME 3UYIMG PROCESS; 
The buying process can be viewed as a series of 
five stages: felt need, alternative search, alternative 
evaluation, purchase decision, and postpurchase feelings, 
In this section each of these stages will be discussed. 
It should be noted at the outset that this is a general 
model for depicting a logical sequence of buying 
behavior. Clearly, individuals will vary from this 
model oecause of personal differences in such things 
as personality, self-concept, subjective perceptions 
of information, the product, and the purchasing 
situation. Hov;ever, the model provides a useful 
framework for organizing our discussion of consumer 
behavior. 
Felt Need: 
The starting point for any type of behavior is 
the recognition of an unsatisfied need. It is no 
d i 
different for consumer behavior since the purchase and 
use of products and services are one means of satisfy-
ing needs. 
It is the task of marketing management to discover 
the needs that operate in a particular market of the 
needs that a particular product can satisfy. This 
includes not only being aware of currently operating 
needs (that is, what buyers are really seeking when 
they purchase a particular product), but also identify-
ing insufficiently developed or unsatisfied needs 
(that is, what needs consumers have that current market 
offerings are not fully satisfying). Thus, an under-
standing of basic human needs is important for 
adapting marketing strategies to the consumer. 
Alternative Search 
Once a need is recognized, the individual then 
searches for alternatives for satisfying the need. There 
are five basic sources from which the individual can 
collect information for a particular purchase decision. 
1. Internal Sources; In most cases the individual has 
had some previous experience in dealing with a particular 
need. Thus, the individual will usually "search" through 
whatever stored infoxrmation and experience is in his/her 
mind for dealing with the need. If a previously accept-
able product for satisfying the need is remembered, the 
individual may purchase with little or no additional 
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Information search or evaluation. This is quite common 
for routine or habitual purchases. 
2. GrouD Sources: A common source of information for 
purchase decisions comes from communication with other 
people sjch as family, friends, neighbours, and 
acquaintances. Generally, some of these (that is, 
relevant others) are selected which the individual 
views as having particular experience for the purchase 
decision. Although it may be quite difficult for the 
marketing manager to determine the exact nature of this 
source of information, group sources of information are 
often considered to be the most powerful influence on 
purchase decisions. 
^' Marketing Souiges; Marketing sources of information 
include such factors as advertising, salespeople, 
dealers, packaging, and displays. Generally this is 
the primary source of information about a particular 
product. These sources of information will be discussed 
in detail in the promotion part of this text. 
^* P^^lic Sources; Public sources of information include 
publicity such as a newspaper article about the product 
and independent ratings of the product such as Consurrer 
Reports. Here product quality is a highly important 
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marketing management consideration since such articles 
and reports often discuss such features as dependability 
and service requirements. 
5. Experiential Sources; Experiential sources refer to 
handlin::-, examining, and perhaps trying the product while 
shopping. This usually requires an actual shopping trio 
by the individual and may be the final source consulted 
before purchase. 
Alternative Evaluation; 
During the process of collecting information or, 
in some cases, after information is acquired, the 
consumer then evaluates alternatives based on what has 
been learned. One approach to describing the evaluation 
process can be found in the logic of attitude modelling. 
This basic logic can be described as follows; 
1. The consumer has information about a number of 
iorands in a product class. 
2. The consumer perceives that at least some of the 
orands in a product class are viable alternatives 
for satisfying a felt need. 
3. Each of these brands has a set of attributes 
(color, quality, size and so forth). 
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4. A set of these attributes are relevant to the 
consumer and the consumer perceives that 
different brands vary in terms of how much of 
each attribute they possess. 
5. The brand that is perceived as offering the 
greatest number of desired attributes in the 
desired amounts and desired order will be the 
brand the consumer will like best, 
6. The brand the consumer likes best is the brand 
the consumer will intend to purchase. 
PRODUCT STRATEGY; 
The primary focus of marketing management in the 
business organization is on the product. As pointed out 
previously, marketing has evolved along several different 
lines. Prior to World War II marketing emphasized 
"selling". Products were produced and either simply 
marketed for sale or aggressively promoted to generate 
sales. During the last three decades the marketing 
concept philosophy developed; this was a restatement 
of the ancient idea of consumer sovereignty and it 
emphasized customer satisfaction as the key to sales 
and profits. However, the marketing concept philosophy 
is, for the most part, a product innovation and product 
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development concept . More s p e c i f i c a l l y , t h i s means tha t 
a company operat ing under such a philosophy must be 
measured not only by the p ro f i t s i t earns , but a l so by 
the usefulness of the products and se rv ices which i t 
makes ava i lab le to the l a rger s o c i e t y . Given today 's 
economy, the f i rm ' s surv iva l and long-run growth 
depends pr imari ly on i t s a b i l i t y to c r e a t e , produce, 
and market products t ha t s a t i s f y consumer needs and 
wants. 
There are four ways by v/hich a company can grow. 
I t can increase sa les from products i t i s present ly 
marketing. I t can acquire other companies by sa le or 
merger. I t can obtain r i g h t s ( l i censes ) to manufacture 
products developed by o t h e r s . I t can develop new 
products i n t e r n a l l y by i t s own research departments. 
Each of these approaches cent res on the product va r iab le 
in the marketing mix. Pr ic ing , promotion, and the other 
marketing va r i ab l e s play a subs id ia ry ro le in the f i rm's 
long-run program. This idea i s c l e a r l y s ta ted by li^o?, 
Allen, and Jlaiuilton: "If the concept i s accepted tha t 
products are the medium of business conduct, then 
business s t r a t egy i s fundamentally product planning". 
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E;,EMSNTS (>F PRODUCT STRATEGY 
1. An adult of the firm's actual and potential resources. 
a. Financial strength. 
b. Access to raw materials. 
c. Plant and equipment. 
d. Operating personnel. 
e. Management. 
f. Engineering and technical skill. 
g. Patents and licenses. 
2. Approaches to current markets. 
a. More of the same products. 
b. Variations of present products in terms of 
grades, sizes and packages. 
c. Mew products to replace or supplement current 
lines. 
d. Product deletions, 
3. Approaches to new or potential markets. 
a. Geographical expansion of domestic sales. 
b. Nev; socio-economic or ethnic groups. 
c. Overseas markets. 
G. Complementary goods 
4. State of competition. 
a. ''e;: entry into the industry. 
o. i-Toduct imitation 
c. Mergers or acquisitions 
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PRODUCT DEFINITION: 
The way in which the product variable is defined 
can have important implications for the survival, profi-
tability, and long-run growth of the firm. For example, 
the same product can be viewed at least three different 
ways. First, it can be viewed in terms of the tangible 
product - the physical entity or service that is offered 
to the buyer. Second, it can be viewed in terms of the 
extended product - the tangible product along with the 
v/hole cluster of services that accompany it. Third, it 
can be viewed in terms of the generic product - the 
essential benefits the buyer expects to receive from 
the product. 
From the standpoint of the marketing manager, 
to define the product solely in terms of the tangible 
product is to fall into the error of "product 
provincialism". Executives who are guilty of commi-
tting this error define their company's product too 
narrowly since overemphasis is placed upon the physical 
object itself. The classic example of this mistake can 
be found in railroad passenger service. Although no 
amount of product improvement could have stayed off 
its decline, if the industry had defined itself as 
being in the transportation business rather than the 
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railroad business, it might still be profitable today. 
On the positive side, toothpaste manufacturers have 
been willing to exercise flexibility in defining their 
product. For years toothpaste was an oral hygiene product 
where emphasis was placed solely on fighting tooth decay 
and bad i.;reath, e.g.. Crest with fluoride. Recently 
many manufacturers have recognized the need to market 
toothtjaste as a cosmetic item - to clean teeth of 
stains. As a result, special purpose brands have been 
designed to serve these particular needs, such as 
MacLeans;, Ultra 3rite and Close-Up. 
In line with the marketing concept philosophy, a 
reasonable definition of product is that it is the sum 
of the physical, psychological, and sociological 
satisfactions that the buyer derives from purchase, 
ownership and consumption. From this standpoint, 
products are consumer satisfying objects that include 
such things as accessories, packaging and service. 
PRODUCT CLASSIFICATION: 
A product classification scheme can be useful to 
the marketing manager as an analytical device to assist 
in planning marketing strategy and programs. A basic 
assumption underlying such classifications is that 
products with common attributes can be marked in a 
d.j 
similar fashion. In general, products are classified 
according to two basic criteria: (1) end use or market, 
and (2) degree of processing or physical transformation. 
Product Mix and Product Line; 
The product mix is the composite of products 
offered for sale by the firm; product line refers to 
a group of products that are closely related, either 
r.eca.ise they satisfy a class of need, are used together, 
are sold to the same customer groups, are marketed 
through the same types of outlets, or fall within given 
price ranges. Thore are three primary dimensions of a 
firm's product mix: (1) width of the product mix, which 
refers to the number of product lines the firm handles; 
(2) depth of the product mix, which refers to the 
average number of products in each line; (3> consistency 
of the product mix, which refers to the similarity of 
product lines. Thus, McDonald's hamburgers represent a 
product item in their line of sandwiches; whereas their 
hot cakes or Egg MacMuffins represent items in a different 
line, namely, breakfast foods. 
Development of a plan for the existing product 
line has been called the most critical element of a 
company's product planning activity. In designing such 
plans raanagement needs accurate information on the 
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current and anticipated performance of its products, which 
should encompass: 
1. Consumer evaluation of the company's product, 
particularly their strengths and weaknesses 
vis-a-vis competition (that is, product position-
ing by market segment information), 
2. Objective information on actual and anticipated 
product performance on relevant criteria such as 
sales, profits and market share. 
Market Segmentation; 
Some years ago, Wendell R. smith published a now 
classic article on product differentiation in which he 
attempted to analyze and differentiate these two 
strategies. Market segmentation involves altering the 
firm's products to match the specific microsegments of 
the market. This strategy assumes that the overall 
market for any (generic) good is heterogeneous, being 
composed of several homogeneous segments. Each of these 
microsegments can be considered a target market. To 
implement this strategy the manufacturer (or seller) 
modifies or alters the product to accommodate the 
stsecific needs of the various segments. In a very general 
sense, the breadth and depth of a firm's product line can 
be viewed as an aoplication of a market segmentation 
strategy. Another application is a "product overlap" 
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strategy where manufacturers compete vith themselves, as 
in the case of Procter and Gamble v;h ich market comi:)eting 
brands of detergents and toothpaste. 
Product differentiation is often confused with .aarket 
segmentation. Smith defines product differentiation as the 
seller's attempt to "bend demand to the will of supply". 
Thus, the seller attempts to cover a broad market vjith a 
single product or limited number of products. Perhaps 
the difference betvjeen the two strategies is the starting 
point. In market segmentation the starting point is to 
determine consumer needs, after which the product is 
developed or redesigned to meet modified first, then 
consumers v/ho have a need for the product are searched 
for. In any case, these strategies generally complenient 
each other and are used in conjunction with one another. 
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Reviewing existing channels of distribution for 
comparable products: 
1. What channels of distribution other manufacturers 
of similar products use and why, 
2. What each channel represents in relation to the 
objective the manufacturers is .seeking to attain. 
Appraising sales, cost and profit possibilities of each 
channel: 
1 . .''olume of sales of each channel. 
2. Profit levels for each channel. 
3. Costs of each channel. 
cond ucting a marketing survey: 
1. Actually conduct the survey. 
? » • 
2. .:^^cyrtoi^> opinions of potential buyers regarding 
LiCir sorevious experiences with this or similar 
oroducts. 
3. Determining v/hat competitors' outlets' opinions 
are. 
Defining the cooperation expected from the distribution 
c hanne1: 
1. Promotional a s s i s t a n c e . 
2 . Servicing of goods aftSr the s a l e . 
3 . F'inancial a i d . 
4 . Displays. 
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The Channel Selection Decisions: 
How Marketing Research can Kelp? 
Marketing research can assist marketing managers in 
selecting a channel of distribution by supplying them with 
inforraation concerning the following items in several 
major areas of consideration. 
Analyzing the product: 
1. The product's potential market, 
2. The chaniiels necessary to reach this market, that 
is, classification of the product as an industrial 
or consumer good, etc. 
3 . Frequency of purchase, 
4 . Inl luence of purchase. 
5 . iTecessity of r epa i r pa r t s and se rv ice . 
6. Seasonal charac te r of s a l e s , if any. 
7. Price 
Determining the nature and extent of the market: 
1, Who the potential buyers and users of the product 
are. 
2, How many there are. 
3, Where they live. 
4, How they satisfy the wants that the product satisfies 
5, What their likes, dislikes and so forth are. 
5. Vi7hat the buying motives and habits of the buyers 
are. 
Determining the forms of assistance to be given the 
channel: 
1. Advertising and sales promotional aids. 
2. Training programs for distributors and other 
personnel. 
3. Use of missionary salespeople, if any. 
Frequent review and appraisal of channels chosen: 
1. Determine changes in the market structure, if any. 
2. Conduct the review and appraisal, 
3. Analyze how well the company is meeting its 
objectives. 
3. Assess performance of the channel used. 
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PRODUCT MANAGEMENT CONCEPT; 
Properly executed, the "product management concept 
is the complete and profitable administration of a company's 
products (present and future), through delegated adminis-
tration, teamwork and profit responsibility. In a small, 
one-product comoany the president is the product manager; 
however, in a large multiproduct firm other arrangements 
must be made, because the management problem becomes very 
complex. The product management concept is the delegation 
of authority for product marketing to a specialist in 
the firm. This specialist is entirely responsible for the 
product with respect to things such as personal selling, 
distribution, advertising and so forth. In many respects, 
the strength of the product management concept lies the 
need to coordinate the efforts of company specialists in 
the various functional areas such as production, trans-
portation, forecasting and advertising. 
There are various product management organizational 
frameworks, but their basic functions should be the same 
regardless of the product arrangement. Product policies 
are usually formulated by top management (the president, 
the vice president of marketing, or the executive 
committee). Traditionally, product management is the 
primary responsibility of the vice president of marketing 
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who is often assisted by a product planning department 
or committee. There are three basic types of product 
management orientations, 
1. An advertising and sales promotion orientation, 
which is most common among consumer goods companies 
such as Procter and Gamble where advertising is 
such a large and critical part of the marketing 
program, 
2. In the industrial field where customer relations 
and technical service are paramount requirements, 
sales get the product manager's major attention. 
At DuPont, for example, a product manager may 
report upward through four or five levels of 
sales executives. 
3. The most comprehensive (and rare) kind of product 
manager is the kind who is more correctly called 
a general manager. At General Electric, which 
has more than 100 product departments or "profit 
centers", each is headed by a general manager 
responsible for everything about his or her 
products from manufacturing to marketing. 
There are many variations of the product management 
organizational arrangement. For example, the same job 
carries different titles (e.g., product manager, brand 
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manager), duties, responsibilities, authority, and status 
in different companies. However, there are some common 
nu minators . 
1. Product management seems to work as well for 
industrial companies as for consumer companies. 
2. Most product managers seem to have sales or 
marketing experience and are graduates of 
business schools. 
3. The most common characteristic of firms working 
with product managers is change. 
4. Most product managers have heavy responsibility 
without commensurate authority. Some 50 percent 
of consumer companies designate their pr'oduct 
managers as line executives. 
5. All firms require product managers to prepare 
sales forecasts and price-cost-profit budgets. 
6. Generally, the product manager reports to a 
higher marketing executive (marketing director, 
merchandise manager, division manager)^ 
Organizing for Product Management; 
Product management can be instituted in terms of 
a program or a project organizational arrangement. The 
idea of program or project management comes from the 
defense ind .stry and is a relatively new management 
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technique. This approach is particularly useful in 
situations v^ere organizational lines must be crossed. 
Projects (as in the case of product planning, develop-
ment and marketing) require a mix of parallel and 
serial work tasks, a mix of diverse skills and numerous 
resources such as materials and facilities. 
The program concept is different from the product 
manager concept in that the program manager has authority 
commensurate with responsibility and almost complete 
control over the project. Program managers are fairly 
autonomous with regard to operations and have the prime 
responsibility for funding, scheduling and performance 
standards for the project. They also act as a focal 
point for customer contact and resolve all conflicts 
that threaten to disrupt the project. Thus, program 
management can be defined as actively encompassing 
planning, control and supervising the engineering and 
manufacturing involved in producing an end item. IBM 
is an example of a company that employs the program 
manager concept. 
Product Improvement 
One of the other Important objectives of the audit 
is to ascertain whether or not to alter the product in 
some way or to leave things as they ate. Altering the 
product means changing one or more of the product's 
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attributes or marketing dimensions. Attributes refer 
mainly to product features, design, package and so 
forth. Marketing dimensions refer to such things as 
price, promotion strategy, channels of distribution. 
It is possible to look at the product audit as a 
management device for controlling the product strategy. 
Here, control means feedback on product performance 
and corrective action in the form of product improve-
ment. Product improvement is a top-level management 
decision, but the information needed to make the improve-
ment decision, may come from the consumer or the middle-
men. Suggestions are often made by advertising agencies 
or consultants. Reports by the sales force should be 
struct ired in such a v/ay as to provide management with 
certain types of product information; in fact, these 
reports can ce the firm's most valuable product improve-
ment tool. Implementing a product improvement decision 
v.'ill often require the coordinated efforts of several 
specialists plus some research. For example, product 
design improvement decisions involve engineering, 
manufacturing, accounting, and marketing. When a firm 
becomes aware that a product's design can be improved, 
it is not always clear as to how consumers will react 
to the various alterations. Consequently, it may be 
very advisable to conduct some market tests. 
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NEW PRODUCT PLANNING AND DEVELOPMENT; 
New products are a vital part of a firm's competitive 
strategy, Booz, Allen, and Hamilton, a leading management 
consultant firm whose experience with over 4,000 firms 
dates back to 1914, made an early study of the problem 
of new product management and development. Some of the 
important conclusions of their research can be briefly 
summarized. 
1. Most manufacturers cannot live without new products. 
It is commonplace for major companies to have 50 
percent or more of current sales in products new 
in the past 10 years. 
2. Most new products are failures. Estimates of new 
product failure range from 33 percent to 90 
percent. 
3. Companies vary widely in the effectiveness of their 
new product programs. 
4. Common elements tend to appear in the management 
practices which generally distinguish the relative 
degree of efficiency and success between companies. 
5. Aoout four out of five hours devoted by scientists 
and engineers to technical development of new 
products are spent on projects which do not 
reach commercial success. 
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In one recent year, almost 10,000 supermarket 
items were introduced into the market. Less than 20 per-
cent met sales goals. A single product failure can cost 
from Rs 75,000 in a test market to 20 million for a 
national introduction. In addition to the outlay cost 
of new product failures, there are also opportunity 
costs. These opportunity costs refer not only to the 
alternative users of funds spent on product failures, 
but also the time spent in unprofitable product deve-
lopment. For example, the Campbell Soup Company began 
developing its Red Kettle Soups (dry soup mixes) 
before 1943 and introduced them on a national scale 
almost 20 years later. Hills Brothers spent 22 years 
in developing its instant coffee, while it took 
General Food for 10 years to develop Maxim, its 
concentrated instant coffee. 
Good management with heavy emphasis on planning 
(and organization) seems to be a key factor contriba-
ting to a firm's success in launching new products. 
However, if the causes of new product failure are 
analyzed, faulty marketing management does not show 
uo as a primary cause. Instead, the secondary causes 
are revealed, which can be traced back to poor 
decision making and inadequate marketing planning. 
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PROMOTION STRATEGY; ADVERTISING AND SALES PROMOTION 
In order to simplify the discussion of the general 
subject of promotion the topic has been diiifided into tv/o 
basic categories, personal selling and nonpersonal 
selling. Personal selling will be discussed in detail 
in this :t. TTonpersonal selling includes all 
demand creation and demand maintenance activities of 
the firm other than personal selling. It is mass selling. 
In more specific terms, nonpersonal selling includes 
(a) advertising, (o) sales promotion, and (c) publicity. 
For the purposes of this text, primary emphasis will 
be placed on advertising and sales promotion. Publicity 
is a special form of promotion whic^ amounts to "free 
advertising" such as writeup about thfe firm's products 
in a newspaper article. It will not be dealt with in 
this text. 
THE PROMOTION MIX; 
The promotion mix concept refers to the combina-
tion of the types of promotional effort the firm puts 
forth during a specified time period. Most business 
concerns make use of more than one form of promotion, 
but some firms rely on a single selling technique. 
An example of a company using only one promotional 
device would be a manufacturer of novelties who markets 
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its prc^ ducts exclusively by means of mail order. Small 
business concerns tend to use a simple promotion mix, 
as in the case of most retailers. 
In devising its promotion mix the firm should 
take into account three basic factors: (1) the role of 
promotion in the overall marketing mix, (2) the nature 
of the product, and (3) the nature of the market. Also, 
it must be recognized that a firm's promotion mix is 
likely to change over time to reflect changes in the 
market, competition, the product's life cycle, and the 
adoption of new strategies. 
PROMOTION STRATEGY; PERSONAL SELLING 
Personal selling, unlike advertising or sales 
promotion, involves direct face-to-face relationships 
betv/een the seller and the prospect or customer. The 
behavioral scientist would probably characterize 
personal selling as a type of personal influence. 
Operationally, it is complex communication process; 
one not completely understood by marketing scholars. 
IMPORTANCE OF PERSONAL SELLING; 
Most of the business firms find it impossible to 
market their products without some form of personal 
selling. For example, some years ago vending machines 
became quite popular. The question may be raised as to 
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whether or not these machines replaced the salesperson. 
The answer is both yes and no. In a narrow sense of the 
word, the vending machine has replaced some retail 
sales clerks, who, for most convenience goods, merely 
dispensed the product and collected money. On the other 
hand, vending machines and their contents must be "sold" 
to the vending machine operators, and personal selling 
effort must be exerted to secure profitable locations 
for the machines. 
The policies of self,-service and self-selection 
have done much to eleminate the need for personal selling 
in some types of retail stores. However, the successful 
deployment of these policies have required manufacturers 
to do two things: (a) presell the consumer by means of 
larger advertising and sales promotion outlays: and 
(b) design packages for their products that wo'ild "sell" 
themselves, so to speak. 
The importance of personal selling function 
depends partially on the nature of the product, AS a 
general rule, goods that are new, technically complex, 
and/or expensive require more personal selling effort. 
The salesperson plays a key role in providing the 
consumer with information about such products in order 
to reduce the risks involved in ourchase and use. 
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Insurance, for example is a complex and technical product 
which needs significant amounts of personal selling. In 
addition, many industrial goods cannot be presold and the 
salesperson (or sales team) has a key role to play in 
finalizing the said. On the other hand, most national 
branded convenience goods are purchased by the consumer 
without any significant assistance from store clerks. 
The importance of personal selling also is 
determined to a large extent by the needs of the consumer. 
In the case of pure competition (a large number of small 
buyers with complete market knowledge of a homogeneous 
product), there is little need for personal selling. A 
close approximation to this situation is found at 
auctions for agricultural product such as tobacco or 
wheat. At the other extreme when a product is highly 
differentiated, such as housing and marketed to consumers 
with imperfect knowledge of product offerings, then 
personal selling oecomes a key factor in the promotion 
mix. In fact in some cases the consumer may not even be 
seeking the product; for example, life insurance is 
often categorized as an unsought good. Finally, sellers 
who differentiate their products at the point of sale 
will usually make heavy use of personal selling in their 
promotion mix. For example, in the case of automobile 
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purchase the buyer is given the opportunity to purchase 
various extras or options at the time of purchase. 
Channel of distribution decisions involve numerous 
interrelated variables that must be integrated into the 
total marketing mix. Because of the time and money required 
to set up an efficient channel, and since channels are 
often hard to change once they are set up, these decisions 
are critical to the success of the firm. 
THE NEED FOR I^RKETING INTERMEDIARIES: 
A channel of distribution is the combination of 
institutions through which a seller markets products to 
the user or ultimate consumer. The need for other 
institutions or intermediaries in the delivery of goods 
is sometimes questioned, particularly since the profits 
they make are viewed as adding to the cost of the 
product. However, this reasoning is generally falacious, 
since producers use marketing intermediaries because 
the intermediary can perform functions more cheaply and 
more efficiently than the producer can. This notion of 
efficiency is critical when the characteristics of our 
economy are considered. 
CHANNELS OF DISTRIBUTION; 
A channel of distribution is the sequence of 
firms comprised of all the intermediaries involved in 
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moving goods and the title to them from the producer to 
the consumer. Some of these links assume the risks of 
ownership, others do not. Some perform marketing 
functions while others perform nonmarketing or facili-
tating functions, such as transportation. Some manu-
facturers use a direct channel, selling directly to 
the ultimate consumer. 
SELECTING CHANNELS OF DISTRIBUTION 
General Consideration; 
Given the numerous types of channel middlemen 
and functions that must be performed, the task of 
selecting and designing a channel of distribution may 
at first appear to be overwhelming. Hov/ever, in many 
years and have become somewhat traditional. In such 
cases the producer may be limited to this type of 
channel in order to operate in the industry. This is 
not to say that a traditional channel is always the 
most efficient and that there are no opportunities for 
innovation, but the fact that such a channel is widely 
accepted in the industry suggests that it is highly 
efficient, A primary constraint in these cases and in 
cases where no traditional channel exists is that of 
availability of the various types of middlemen. All too 
often in the early stages of channel design,executives 
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map out elaborate channel networks only to find out la ter 
that no such independent middlemen exis t for the firm's 
product in selected geographic areas . Even if they do 
ex is t , they may not be willing to accept the s e l l e r ' s 
products. 
PRICING STRATEGY; 
One of the most important and complex decisions 
a firm has to make relates to pricing its products. In 
America the price system is generally an "administered" 
one in contrast to a system where prices are determined 
solely Dy the interaction of supply and demand. This 
does not mean that market forces are not important 
considerations in determining prices, what it does mean 
is that execative decisions are juxtaposed between 
de.'aand and supply forces. Thus, it is execative decisions 
that determine not only the initial price of new products 
but also changes in price after products have been on 
the market for some time, 
DEI4AND INFLUENCES ON PRICING DECISIONS : 
Demand influences on pricing decisions concern 
primarily the nature of the target market and exepcted 
reactions of onsumers to a given price or change in 
price. There are three priiTiary considerations here: 
demographic factors, psychological factors and price 
elasticity. 
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Demographic Factors; In the initial selection of the 
target market that the firm intends to serve, a number 
of demographic factors are usually considered. Demogra-
phic factors that are particularly important fororicing 
decisions include the following: 
1. Number of potential buyers. 
2. Location of potential buyers. 
3. Position of potential buyers (resellers or 
final consumers). 
4. Expected consumption rates of potential buyers 
5. Economic strength of potential buyers. 
These factors help determine market potential and 
are useful for estimating expected sales. 
Psychological Factors; Psychological factors related to 
pricing concern primarily how consumers will perceive 
various prices or price changes. For example, marketing 
managers should be concerned with such questions as -
1. Will potential buyers use price as an indicator 
of product quality? 
2. Will potential buyers be favourably attracted by 
odd pricing? 
3. Will potential buyers perceive the price as too 
high relative to the service the product give 
them? 
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4. Are potential buyers prestige-oriented and there-
fore willing to pay higher prices to fulfill this 
need? 
5. How much will potential buyers be willing to pay 
for the product? 
VJhile psychological factors can have a significant 
effect on the success of a pricing policy and ultimately 
on marketing strategy, answers to the above questions 
may require considerable marketing research. 
Price Elasticity; Both demographic andpsychological factors 
affect price elasticity. 
• THE MARKETING OF SERVICES: 
Whether selling products or services, the marketer 
must be concerned with developing a marketing strategy 
centered around the four controllable decision variables 
that comprise the marketing mix: the product (or service), 
the price, the distribution system and promotion. In 
addition, the use of marketing research is as valuable 
to the marketer of service as it is to the marketer of 
goods. 
However, because services pcffises certain distin-
guishing characteristics, the task of determining the 
marketing mix ingredients for a service marketing strategy 
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may present different and more difficult problems than 
might appear at first glance. Probably the most frustra-
ting aspect of the available literature on service is 
that the definition of what constitutes a service 
remains unclear. The fa£t is that no common definition 
and boundaries have been developed to delimit the field 
of services. The American Marketing Association has 
defined services as "activities, benefits, or satisfac-
tion which are offered for sale, or are provided in 
connection with the sale of goods". This definition 
lacks the precision needed for the purposes of this 
chapter, since it does not separate those services that 
are separate and identifiable activities from those 
services that exist only in connection with the sale 
or a product or another service. 
Therefore, "services" will be defined here as 
"separately identifiable, intangible activities v/hich 
provide want satisfaction and which are not necessarily 
tied to the sale of a product or another service". This 
definitioh includes sach services as insurance, enter-
tainment, airlines and banking but does not include such 
services as wrapping and delivery, .cecause these services 
exist only in connection with the sale of product or 
another service. This is not to suggest, however, that 
marketers of goods are not also marketers of services. 
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MARKETING AND SOCIETY: 
Sasically, there are two issues involved. The first 
issue deals with the responsibility marketing and marke-
ters have to society. In examining this issue, three 
subtopics will be discassed: (1) the societal concept 
of marketing; (2) marketing ethics; and (3) consumerism. 
The second issue deals with the boundaries of marketing 
and is concerned with the extent to v/hich marketing is 
involved. 
r^RKETING'S SOCIAL RESPONSIBILITY: 
i3ecause business is essentially a social activity 
marketing has a very critical social responsibility. 
Fulfilling this responsibility is both an ethical and 
practical matter. As an ethical matter, business and 
marketing have a responsibility to abide by society's 
laws, whether written or unwritten. As a practical matter 
attracting and keeping a profitable customer franchise 
is a difficult task and failure to fulfill social respon-
sibilities can result in the loss of corporate image as 
arell as customers. Of all the business functions, 
marketing is most often criticized for failing to 
fulfill social responsibilities. 
Societal Concept: 
The 1960s might be designated as the decade of the 
marketing concept and it is likely that future historians 
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will view the 1970s as the beginning of another orienta-
tion to marketing called the "societal concept of marke-
ting recognizes profit as a major business motive and 
counsels the firm to market goods and services that will 
satisfy consumers under circumstances that are fair to 
consumers and that enable them to make intelligent 
purchase decisions, and counsels firms to avoid marketing 
practices that have negative consequences for society". 
It should be pointed out that many business firms are 
resisting the societal concept because it requires 
changes in business conduct and marketing strategies 
that involve costs without yielding visible incremental 
profits. 
lit sho lid also be mentioned thfet the societal 
concept of marketing is, to some extent, at guiding 
at odds with the so-called laissez fair business ethic, 
\i?hich is still the guiding philosophy of many business 
executives. Unfortunately, these executives have not 
recognized that our "free enterprise system" can no 
longer ce equated with laissez fair capitalism. Instead 
large and small corporations alike must manage their 
affairs in a politico-economic environment that is not 
only subject to the pressures of competition but is 
also highly constrained by antitrust laws, trade 
regulations, governmental agencies, consumer groups 
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and so forth. One might describe this situation as "managed 
capitalism". 
The societal concept of marketing is closely related 
to another concept, namely "social marketing". This term 
in the present context has at least two meanings. Here 
it can be defined as "that branch of marketing concerned 
with the uses of marketing knov/ledge, concepts and 
techniques to enhance social ends as vjell as the social 
consequences of marketing policies, decisions and acticms. 
The term social marketing is also used in another and 
closely related sense where the focus is on the marke 
ting of social goods, ideas, or causes. For example, 
"Social marketing is the desitjn, implementation, and 
control of programs calculated to influence the accept-
ability of social ideas and involving consideration of 
product planning, pricing, communication, distribution 
and marketing research". Although there is clearly some 
ambiguity in these definitions, the point to be made is 
that marketing is now viexved as something more than a 
activity. As such, it is considered to have more 
involvement with and greater responsibility to society. 
Marketing Ethics 
There are many definitions of ethics and there are 
many viewpoints of what constitutes ethical behavior. In 
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an organizational framework, it is reasonable to define 
ethics as a discipline of standards and practical judg-
ment and questions relative to those standards. Marketing 
managers are confronted with a set of ethical standards 
imposed on them by society through legislation. They are 
constrained, by policies established by top-level planners 
in their own organizations. Aside from these two major 
constraints, hov/ever, marketing managers have a good 
deal of freedom to operate according to a wide range of 
ethical codes. Behavior in most cases is guided by 
so-called "situation ethics", where moral decisions are 
made in the context of a particular set of facts. In 
other words, marketing managers apply their own ethical 
principles or rules to each particular situation. 
This general discussion of ethical viewpoints is 
not intended to provide the reader with solutions. If 
anything, the objective is to raise questions which 
must be faced by marketers. Perhaps if the reader under-
stands the questions, then the problem is well on its 
way to being resolved. With this in mind, a few key 
questions that all marketing managers have to face are 
listed below. 
1. What are the goals of the marketing program and 
do they conflict with the goals of society? 
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2. What is the morality of a product strategy such as 
planned obsolescence? 
3. What is the morality of using deceptive advertising 
techniques to manipulate consumer groups such as 
children or the uneducated poor? 
4. Should ethical criteria be established for sales-
people and then pressure exerted to tempt sales-
people to violate these standards? 
5. Should the company's ethical standards for its 
product be no higher than the law requires even 
though this legal minimum does not eliminate all 
the known dangers connected with product use? 
Consumerism; 
CDne result of the perceived social irresponsibility 
of corporations is consumerism .Althouch no one definition 
v/ill suffice, it is important to first clarify the concept 
in the form of a working definition. The following is 
offered: Consumerism is a political, economic and 9©cial 
movement aimed at promoting and protecting the rights of 
buyers and the consuming public. 
This definition implies several things. Firstly, 
that the consumerism movement is not merely an economic 
or marketing issue. Second, that buyers and the consuming 
public nave some basic rights which originate in various 
laws, systems of ethics and the American tradition. Finally 
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it implies that sellers or producers have significant 
market power along with obligations to use that power 
wisely. The power referred to here includes many things. 
For example: 
1. Sellers have the right to introduce any product in 
any size, style, color, et cetera, so long as it 
meets minimum requirements of health and safety. 
2. Sellers have the right to price the product as 
they please as long as they avoid discriminations 
^^ ;hich are harmful to competition. 
3. Sellers have the right to promote the product 
using any amount of resources, media or message 
so long as no deception or fraud is involved. 
4. Sellers have the right to introduce any buying 
incentive schemes they wish so long as they are 
not discriminatory. 
5. Sellers have the right to alter the product 
offering at any time. 
6. Sellers have the right to distribute the product 
in any reasonable manner. 
7. Sellers have the right to limit the product 
guarantee or post-sale services. 
The above list is not exhaustive but it serves to 
illustrate the relatively greater power of sellers and 
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the need to balance the rights and power of buyers and 
sellers. Consumerism in this context can be understood 
best if it is thought of as consumer welfare actions 
reflecting a mood of dissatisfaction on the buyer's 
side of the marketing equation. 
BROADENING THE CONCEPT OF MARKETING: 
Upto this point the focus has been on marketing in 
the business firm. Basically, the text has taken a micro-
view of marketing management dealing with planning and 
decision making primarily in the business firms and 
exchanges between business firms and consumers or 
industrial users. However, in recent years marketing 
scholars have increasingly emphasized an expanded concept 
of what marketing entails. 
A broadened or generic concept of marketing views 
marketing as consisting of much more than simply business 
transactions. In this broadened context, marketing is 
defined as "human activity directed at satisfying needs 
and wants through exchange processes", and a product is 
defined as "something that is viewed as capable of 
satisfying a want". Thus, the arena for marketing activi-
ties and application of marketing principles has been 
expanded to include nonbusiness areas in society including 
the marketing of persons, places, organizations and 
ideas. 
OJ 
SELECTED REFERENCE TOOLS FOR MARI-TETING MANAGEMEMT 
In analyzing and presenting cases, it is often very 
useful for students to be able to find outside data 
sources as a means of supporting their recommendations 
or conclusions. The data referred to here is from 
secondary sources and located in most business liirsraries. 
The purpose is to list and criefly describe some of the 
key data sources books that are readily available to 
students. The references are listed under five specific 
headings: marketing sources, financial information 
sources, basic U.S. statistical sources, .general business 
and industry sources and indexes and abstracts. 
MARKETING SQTJRCES 
3ritt, Stewart Henderson, and Shapiro, irv/in A., "V,fhere 
to Find Marketing Facts". Harvard Business Review 
40 (September-October 1962). For an updated 
article based on this work see C.R. Goeldner and 
Laura A. Dirks, "Business Facts: V^here to Find 
Them", MSU Business Topics, Summer 1976, pp.23-36. 
Commercial Atlas and Marketing Guide, Skokie, III.; 
Rand-McNally & Co. Statistics on population, 
principal cities. Business centers, trading areas, 
sales and manufacturing units, transportation data, 
and so forth. 
ni 
Current sources o£ Marketing Information* Gunther, Edgar 
and F.A. Goldstein. A bibliography of primary 
marketing. Subjects include basic sources of 
information, the national market, regional data 
on the economy, and advertising and promotion. 
Editor and Publisher " larket Guide". Market information 
for 1,500 American and Canadian cities. Data 
includes population, household, gas meters, 
climate, retailing and nexvspaper information. 
Industrial Marketing. "Guide to Special Issues". This 
directory is included in each issue. Publications 
are listed within primary market classifications 
and are listed for up to three months prior to 
adv'rtising closing date. 
Marketing Communications (January 1968 to January 1972, 
formerly Printer's Ink, 1914-1967). Pertinent 
market ihformation on regional and local consumer 
markets as v;ell as international markets to 
January 1972. 
Marketing Information Guide. U.S. Business and Defense 
Services Administration. Annotations of selected 
current publications and reports with ha sic 
information and statistics on marketing and 
distribution. 
(I 
Population and Its Distribution; The United states 
Markets. J. /alter Thompson Co. N.Y. : Mccraw Flill 
Book Co. A handb :'Ok of marketing facts selected 
from the U.S. Census of Population and the most 
recent census data on retail trade. 
Sales and Marketing Management (Formerly Sales Management 
to October 1975). This valuable journal is publi-
shed twice monthly except December, for which 
there is one issue; Survey of Buying Power (July) 
is an excellent reference for buying income, 
buying power index, cash income, merchandise 
line, and retail sales. 
FINAMCIAL INK)RMATION SOURCES 
Blue Line Investment Survey. Quarterly ratings and 
reports on 1,000 stocks; analysis of 60 industries 
ana special situations analyi^is (monthly), supple 
ments on new developments and editorials on 
conditions affecting price trends. 
Commercial and Financial Chronicle. Variety of articles 
and news reports on business, government, and 
finance. Monday's issue lists new securities, 
dividends, and called bonds. Thursday's issue 
is devoted to business articles. 
u 
Finaneia 1 '/orId, Ar t i c l e s on business a c t i v i t i e s of 
i n t e r e s t to inves tors including investment opportu-
n i t i e s and per t inen t data on firms such as earnings 
and dividend records . 
F a i r c h i l d ' s F inancia l Manual of Re ta i l S to res . In f or ma-
t ion about o f f i ce r s and d i r e c t o r s , f&roducts, 
s u b s i d i a r i e s , s a l e s and earnings for apparel 
s t o r e s , mail order f i rms, v a r i e t y c h - a i n s , and 
supermarkets. 
Moody's 3ank and Finance Manual; Moody's I n d u s t r i a l 
Kanual; Moody's Municipal & Government Manual; 
Moody's Public U t i l i t y Manual; Moody's Transpor-
t a t i o n Manual; Moody's Direc tors Service . Brlef 
h i s t o r i e s of comoanies and t h e i r opera t ions , 
s u b s i d i a r i e s , o f f ice rs and d i r e c t o r s products , 
and balance sheet and income statements over 
se\jeral yea r s . 
Moody's Bond Survey. Moody's Inves tors Service, v/eekly 
data on s tocks and bonds including recommendations 
for purchases or sa le and d iscuss ions of industry 
t rends and developments. 
Moody's Handbook of Widely Held Common Stocks. Itoody's 
Investors Serv ice . Weekly data on stocks and bonds 
including recommendations for purchases or sale 
and d iscuss ions of indi£ t r y t rends and developments, 
73 
Security Owner's Stock Guide, standard & Poor's Corp. 
Standard and Poor's rating, stock price range, 
and other helpful information for about 4,200 
common and preferred stocks. 
Security Price Index. Standard & Poor's Corp, Price 
indexes, bond prices, sales, yields. Dow-Jones 
averages, et cetera. 
Standard Corporation Records. Standard & Poor's Corp. 
Published in loose-leaf form, offers informa-
tion similar to Moody's Manuals. Use of this 
extensive service facilitates buying securities 
for both the individual and the Institutional 
investor. 
BASIC U.S. STATISTICAL SOURCES 
Business service Checklist. Department of Commerce. 
Weekly guide to Department of Commerce publica-
tions, plus key business indicators. 
Business statistics. Department of Commerce (Supplement 
^o Survey of Current Business). History of the 
statistical series appearing in the Survey. Also 




Census o£ Agriculture. Department of Commerce. Data by 
states and counties on livestock, farm character 
istics, values. 
Census of Manufacturers. Department of Comnerce. Industry 
statistics, area statistics, subject reports, 
location of plants, industry of descriptions 
arranged in Standard Industrial Classification 
and a variety of ratios. 
Census of Sele<i:ted Services. Department of Commerce. 
Includes data on hotels, motels, beauty parlors, 
barber shops and other retail service organiza-
tions . 
Census of Mineral Industries. Department of Commerce. 
Similar to Census of Manufacturers. Also includes 
capital expenditures and employment and payrolls. 
Census of Retail Trade. Department of Commerce. Compiles 
data for states, SMSAs, countries and cities with 
populations of 2,500 or more by kinds of business. 
Data include number of establishments, sales, 
payroll and personnel. 
Census of Transportation. First taken in 1964 covering 
1963 statistics. Passenger Transportation Survey, 
Community Transportation Survey, Travel Inventory 
and Use Survey, Bus and Truck Carrier Survey. 
/ J 
Census Tract Reports, Department of Commerce, Bureau 
of Census. Detailed information on both popula-
tion and housing subjects. 
Census of VJholesale Trade. Department of Commerce. Similar 
to Census of Retail Trade except information is for 
wholesale establishment. 
Country and City Data Book. Department of Commerce. 
Summary statistics for small geographical areas. 
Economic Almanac, National Industrial Conference Board, 
A handbook of useful facts about business,, labour, 
and govermaent. Also contains significant and 
trustworthy statistical data most helpful for 
persons concerned with current economic problems. 
Monthly update is entitled Conference Board 
Business Record. 
Economic Report of the President. Transmitted to the 
Congress, January (each year) together with the 
Annual Report of the Council of Economic Advisors. 
Statistical tables relating to income, employment 
and production. 
Handbook of Basic Economic Statistics. Economic Statistics 
^^ ureaa of Washington, D.C. Cuifrent and historical 
statistics on industry, commerce, labor and 
agriculture. 
(0 
International Comaerce. Department of Commerce. Current 
views on foreign countries, commodities, invest-
ment opportunities, etc. 
Metropolitan Statistical Areas (Annual). Department of 
Commerce. Federal general standard data, represen-
tations, and codes for metropolitan statistical 
areas. 
Special Current Business Reports. Department of Commerce. 
Reports monthly department store sales of selected 
items. 
Statistical Abstract of the United states. Department of 
Commerce. Summary statistics in industrial, social, 
political and economic fields in the United States. 
It is augmented by the Cities supplement. The 
Country Data Book and Historical Statistics of 
the United States. 
Statistics of Income; U.S. Busi.iess Tax Returns . Interna 1 
Revenue Service. Summarizes data for proprietor-
ships, partnerships and corporations. 
Survey o£ '^ J^^ e^nt ^ Business. Department of Commerce. 
Facts on industrial and business activity in the 
United States and statistical summary of national 
income and product accounts. A weekly supplement 
provides an upto date summary of business. 
/ / 
GENERAL BUSINESS AMD INDUSTRY SOURCES 
Aerospace Facts and Figures. Aerospace Industries 
Association of America. 
Annual Statistical Report. American Iron and Steel 
Institute. 
Automobile Facts and Figures. Automobile Manufacturers 
Association. 
Canner/Packer Yearbook. Acreage and prices of fruit 
and vegetables; amounts packaged for processed 
and manufactured foods over a period of years 
and/or by region. 
Chain Store Age Executive. (Formerly Chain Store Age 
to January 1975). Special issues include January, 
"Outlook", a perview of the coming year for chain 
stores; March, "Annual Produce Merchandising 
Report", a report on trends for produce sections 
of chain store merchandising; July, "Annual Meat 
Study", article on trends in meat sales. 
Computerworld. Computerworld, Inc. Last December issue 
includes "Review and Forecast", an analysis of 
computer industry's past year and the outlook 
for the next year. 
gDS^C^jJ^ U 
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The Discount Merchandiser. McFadden-Barbell Publishing 
Co. Special annual Issue in Hay and June provide 
raarketing and sales facts and figures on the 
discount store industry. 
Discount Store News, Lebhar-Friedman Publications, In. 
Septei-nber issue includes a statistical summary 
of discount store sales by product class. 
Distribution vorldv/ide. Chilton Co. Special annual issue. 
Distribution Guide, compiles information on trans-
portation methods and wage. 
Drug and Cosmetic induetry. Drug Markets, Inc. Separate 
publication in July, Drug and Cosmetic Catalog. 
provides list of manufacturers of drugs and 
cosmetics and their respective products. 
Drug Topics. Litton Publications Corporation.Movember 
Red Dook, lists all pharmaceutical products and 
their wholesale and retail prices. 
Electrical World. January and Feburary issues include 
two-part statistical report on expenditures, 
construction and other categories by region; 
capacity; saies; and financial statistics for 
the electrical industry. 
/ ) 
Encyclopedia o£ Business Information Sources. Paul 
v/asserman et al., eds. Gale Research Company, 
A detailed listing of primary subjects of 
interests to managerial personnel, with a record 
of sourcebooks, periodicals, organizations, 
directories, handbooks, bitliographies and 
other sources of information on each topic. 
2 vols, nearly 17,000 entries in over 1,600 
subject areas. 
Food and Beverage Industries. A bibliography and Guide 
book. Albert C. Vara, ed., Gale Research Company, 
A comprehensive guide to publications of local, 
national and world governmental agencies, 
industry, trade association and private research 
agencies for sources of information on organiza-
tion and development, agriculture, marketing, 
market structure trends, store operations and 
other subject areas. 
Forest Industries. Miller Freeman Publications, Inc. 
March issue includes "Forest Industries Wood-
Based Panel", a review of production and sales 
figures for selected v/ood products; extra issue 
in May includes a statistical review of the 
lumjoer industry. 
Implement and Tractcr . Intertac Publishing corporation. 
January issue includes equipment specifications 
and operating data for farm and industrial 
equipment, November issue includes statistics and 
information on the farm industry. 
Industry Surveys. Standard & Poor's Corp. Continuously 
revised analysis of leading industries (40 indust-
ries made up of 1,300 companies). Current analysis 
contains interim oiberating data of investment 
comment. Basic analysis features company ratio 
comparisons and balance sheet statistics. 
Men' s ..'ear; Fairchild Publications, Inc. July issue 
includes "MRA Annual Business Survey", which 
reviews trends in sales, markups, etc. by geog-
raphic region and for the total men's wear industry. 
Merchandising Week. Billboard Publications, Inc. Last 
February issue includes "Annual statistical and 
Marketing Report", which compiles ten year reports 
on sales and usage of electrical products; May, 
"Annual Statistical and Marketing Forecast", 
provides estimates for the year's sales and 
performance of electrical products. 
Modern Briwery Age. Business Journals, Inc. February issue 
includes a review of sales and production figures for 
i:erewery industry. A separate publication. The Blue 
Book, issued in May, compiles sales and consumption 
figures by state for the brewery industry. 
Middle Market Directory. Dum& Bredsheet. Inventories 
approximately 18,000 U.S. companies with an 
indicated worth of Rs 500,000 to Rs 999,000, giving 
officers, products, standard industrial classifi-
cation, approximate sales and number of employees. 
National Petroleum News. McGraw-Hill, Inc. May issue 
includes statistics on sales and consumption of 
fuel oils, gasoline, and related products. Some 
figures are for ten years along with ten-year 
projections. 
Operating Result of Department and Specialty Stores. 
National Retail Merchants Association. 
Petroleum Facts and Figures. American Petroleum Institute, 
I I f " — - - r T • • — • * " 
Poor's Register of Corporations, Directors and Executives 
of the United States and Canada. Standard & Poor's 
Corp. Divided into two sections. The first gives 
officers, products sales range and number of 
employees for about 30,000 corporations. The second 
gives brief information on executives and directors. 
Progressive Grocer. Progressive Grocer, Inc. April issue 
includes annual report on sales in grocery industry 
by size and tppe of store, industry trends and 
issue etc. 
Uuick-Frozen Foods. Harcourt, Brace, Jovanovich Publica-
tions. October issue includes "Frozen Food Almanac" 
providing statistics on the frozen food industry 
by product. 
Sources of Business Information. Edwin T. Coman ed., 
Berkeley: University of California Press, 2d ed., 
1964, Guide to reference material in statistics, 
finance, real estate, insurance, accounting, 
management, marketing, advertising and other 
areas. Lists for each field the principal biblio-
graphies, periodicals, sources of statistics, 
business or professional associations, and 
handbooks. 
Statistics Sources. Paul Wasserman et al.. Gale Research 
Corp., 4th ed., 1974. A subject guide to industrial, 
business, social, educational, financial data and 
other related topics. 
The Super Market Industry Speaks. Super Market Institute. 
Vending Times. February issue includes "The Buyers Guide", 
a special issue providing information on the vendina 
industry; June issue includes "The Census of the 
Industry", a special issue containing statistics 
on the vending industry. 
NAME OF JOURN a^^  
Adver t i s ing Age 
Adver t i s ing and Marketing 
AIMA News 
American Economic Review 
Bus ines s Ind ia 
Bus ines s Today 
Bus ines s Vbrld 
C a l i f o r n i a management Review 
Econometric Theory 
Economic and P o l i t i c a l Weekly 
Economic Jou rna l 
Fore ign Trade Review 
For tune I n d i a 
Ind ian Economic and Socia l 
H i s to ry Review 
Ind ian Jou rna l of Commerce 
Ind i an Jou rna l of I n d u s t r i a l 
Research 
Ind ian Journa l of Marketing 
Indian Management 
I n d u s t r i a l Marketing Management 
I n t e r n a t i o n a l Marketing Review 
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1987. 516 P . 
5 . NEELAM3HAM (S) , Ed. 
M a r k e t i n g i n I n d i a . D e l h i , Vij^as P u b l i s h i n g 
House, 1988. 300 ? . 
6 . KINDRA (GS) , E6. 
Marketing In developing c o t m t r i e s , Delhi . 
Se lec t book Serv ice Syndicate/ 198 5, 215 P. 
7 . KOSTECKI (MM), Ed. 
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1. MARKETING ACTIVITIES/ INTERNATIONALIZATION 
HAAR (Jer ry) and ORTIZ-BUONAFINA (Marta) . I n t e r n a t i o n a l -
i z a t i o n p r o c e s s and marketing a c t i v i t i e s . Jovirnal of 
Bus iness Research.32, 2; 199 5, Feb; 175-81. 
Fac tor a n a l y s i s was conducted for t h e purpose of 
summarizing t h e informat ion with r ega rd t o expor t market-
ing d imensions . Included in t h e a n a l y s i s were 24 v a r i a b l e 
encoirpassing market ing. Product ion and r i s k dimensions. 
Discr iminant a n a l y s i s was used in order t o i d e n t i f y the 
marketing dimensions p e r t i n e n t t o each group at d i f f e r e n t 
l e v e l s of t h e i n t e r n a t i o n a l i z a t i o n p r o c e s s in export 
a c t i v i t i e s . 
- , AGRICULTURE, PRODUCTIVITY: 
>. RAiCHAUDHRI (Anjan). Root of t h e m a t t e r . Adver t i s ing ^H^ 
Marketing. 1, 10; 1995, Avig; 31; 27-29. 
In i n t e r n a t i o n a l comparison I n d i a ' s a g r i c u l t u r a l 
p r o d u c t i v i t y i s abysmally low. The sec tor must ha rnes s 
i t s p o t e n t i a l to he lp i n d u s t r y . Going by g loba l s tandards 
t h e a g r i c u l t u r a l sec to r in India p r e s e n t s a somewhat 
dismal p i c t u r e . Yet i t can prov ide severa l market oppor-
t u n i t i e s in the y e a r s t o come and the re i s good reason 
for optimism. Unlike any o ther b u s i n e s s , a g r i c u l t u r e i s 
an a rea in which Ind ia has severa l natunral comparative 
advan tages . I t ' s only a matter of t ime before Ind ia pushes 
.li 
t h i s s ec to r on t o t h e f a s t t r a c k . The coun t ry c a n ' t a f ford 
t o have i t s t a g n a t i n g and i t needs t o r a i s e i t s p r o d u c t i v i t y , 
- , ALLIANCES 
3 . BUGKLIN (Louis P ) and SENGUPTA ( S a n j i t ) . Organizing success -
f u l l Co - i ^ rke t i ng Ai idances . Jou rna l of Marketing. 57, 2;1993 
A p r i l ; 3 2-46. 
Co-marketing a l l i a n c e s betvieen f i rms afrod f r e s h 
o p p o r t u n i t y for s t r a t e g i c advantage. Data from 98 a l l i a n c e s 
show t h a t g a i n s in e f f e c t i v e n e s s can be ob ta ined by redu-
cing power and managerial i n b a i a n c e s . Careful p r o j t c t 
s e l e c t i o n and b e t t e r notching of p o t e n t i a l p a r t n e r s a l so 
he lp to enhance a l l i a n c e e f f e c t i v e n e s s . 
- , ANALYSIS TRENDS, SUCCESSFUL 
4 . SHEKAR (V). Successful market ing. Indian Jou rna l of 
Market ing. 23, 7 -8 ; 1994, July-Aug; 1 4 - 8 . 
The successfu l market ing a n a l y s i s of the t r e n d s in 
some major branded, packaged consumer goods in Ind ia , in 
t h e p o s t - l i b e r a l i s a t i o n e ra i n d i c a t e s t h a t t h e r e are happy 
days ahead for the Indian buyer i f not for a l l Indian 
marke te r s . 
JO 
-, and ACCOUNTING 
5. OLDROYD (David) . Accounting and market ing r a t i o n a l e : The 
j u x t a p o s i t i o n wi th in b r a n d s . I n t e r n a t i o n a l Marketing 
Review. 11, 2? 1994; 3 3-46. 
This a r t i c l e e x p l o r e s t h e s i i j o rd ina t ion of marke-
t i n g as a p r o f e s s i o n t o account ing which has been sa id to 
e x i s t in some market economies. For exairple, spoke of 
t h e d e c l i n i n g c o r p o r a t e s t a t u s of t he marketing d e p a r t -
ment and the danger t h a t t h e market ing view po in t wi l l 
b e heard l e s s i n developing co rpora te s t r a t e g i e s because 
of t h e lack of s u i t a b l e l anguage . 
-, and WAREH0USIN3 
6. GEETHA (S) and SURYANARAYANA. Role of i n f r a s t r u c t t i r e : 
Marketing and warehousing. RBI S ta f f S t u d i e s . 1995> 
March; 19-20. 
The marketing and warehousing aspect of a g r i c u l -
tu re has r ece ived l e s s than i t s due a t t e n t i o n . The Indian 
marketing system sxoffers from a shor tage of i n f r a s t r u c t u r e . 
I t i s c h a r a c t e r i z e d by the e x i s t e n c e of a long chain of 
i n t e r m e d i a r i e s between t h e ac tua l producer and the buyer . 
; J L 
- , AUDIT 
7 . VENKATESH ( S a r o j ) . What i s a market ing a u d i t . Indian 
Joxjrnai of Marketing. 24, 1; 1995, Jan ; 14-17. 
Marketing aud i t may be def ined as a p e r i o d i c / 
sys t emat i c c r i t i c a l , unbiased, conprehensive, in te t f ra ted, 
o b j e c t i v e , thorough, conp le te and independent e v a l u a t i o n 
of t h e o v e r a l l marketing e f f o r t s and performance of an 
o r g a n i z a t i o n in order to determine i t s e f f e c t i v e n e s s and 
sugges t a f u t u r e course of a c t i o n . 
- , BUSINESS, BANKING 
8 . REDDY (CR) and RAMAKA (KV) . Marketing approach in Banking. 
Ind ian Jou rna l of Marketing. 22, 1-3; 1994, l^ar-June; 
9 -13 . 
In t h i s paper an e f f o r t i s made t o examine the 
need for marketing approach in b u s i n e s s o p e r a t i o n s of 
banking . The marketing a c t i v i t y of bank i s an i n t a n g i b l e 
t h a t deal with i n t a n g i b l e p roduc t . For i n s t ance sanc t -
ioning of loan i s a cont j inat ion of producing loan 
( i n t a n g i b l e product) and marketing product i n t a n g i b l e 
s e r v i c e ) . Many academician op in ion t h a t t h e r e i s need 
for marketing management in bank as i n t a n g i b l e s e rv i ce 
a c t i v i t y i s a p a r t of the i n t a n g i b l e product of bank. 
The banking s e r v i c e s are purchased or so ld d i r e c t l y from 
t h e producer or by t h e customer as the s e r v i c e s a re 
i n sepa rab l e from the s e l l e r . Adve r t i s i ng and s e l l i n g are 
used for achieving t h e marl^eting programme. In o ther 
Words they in tend t o promote the s a l e s of s e r v i c e s / 
p r o d u c t s of banks 
- , BUYERS^  BARGAINING POWER and miCE FORMATION 
9, TAYLOR (Cur t i s R ) . Long s i d e of the market and the sho r t 
end of the s t i c k : Barga in ing power and p r i c e formation in 
b u y e r s ' , s e l l e r s and ba lanced markets . Quar te r ly 3!ournal 
of Economics. 110, -3? 1995, Aug; 837-55 . 
The de te rminan t s of ba rga in ing power and p r i c e 
fo rmat ion in a dynamic exchange market where new t r a d e r s 
e n t e r randomly over t ime are s t u d i e d . When agents on the 
long s ide of t h e market pos se s s the o p t i o n t o wait for 
t he a r r i v a l of f u t u r e p a r t n e r s , the term of t r a d e in t h e 
spot market miost honor the va lue of t h i s op t i on . The 
e q u i l i b r i u m term of t r a d e a re expressed in i n t u i t i v e 
c losed-form equa t i on t h a t h i g h l i g h t s the d i s t i n c t i n f l u -
ences of s h o r t - r u n spo t market c o n d i t i o n s and long run 
market demographics. 
dj 
- , BUYERS BEHAVIOR, INTERPERSONAL 
10. HARTMAN (Cathy L ) ancS PRICE (Linda L) . Specia l iss\>B on 
i n t e r p e r s o n a l buyer behavior i n marke t ing . Jovarnal of 
Bus iness Research. 3 2, 2; 1995, ^^ a^r ; 18 5-8. 
The study of i n t e r p e r s o n a l buyer behavior inc ludes 
a focus on i n t e r a c t i o n s tha t occur in pe r sona l or i r tper-
sonal s e t t i n g t h a t r e l a t e a b u y e r s ' c o g n i t i o n s , f e e l i n g s , 
and a c t i o n s . The domain of the i n t e r p e r s o n a l bvtyer beha-
v i o r needs to be broad enough t o inc lude a l l the v a r i e d 
exchanges and r e l a t i o n s h i p s t h a t a r e consequen t i a l in 
unders tanding and p r e d i c t i n g buyer behav io r . Th i s spec ia l 
i s sue devoted t o t he r eby and r e s e a r c h on i n t e r p e r s o n a l 
buyer behavior i n marketing was conceived in t h e hope of 
depending and extending oxir unders tanding of the way in 
which i n t e r p e r s o n a l in f luence o p e r a t e s in d ive r se marke-
t i n g c o n t e x t s . 
- , CEMENT 
1 1 , MOHAN (B). Marketing of Cement: Some i s s u e - a f t e r decont ro l 
of cement. Ind ian Jou rna l of Marketing. 16, 5; 1986, Jan; 
1 1 - 3 . 
In t h i s paper an a t t e n p t i s made to s tudy t h e 
e x i s t i n g market ing p r a c t i c e s of cement and t o o f fe r 
sugges t i on for e n s u r i n g b e t t e r marketing p r a c t i c e . The 
s tudy i s based on the da ta c o l l e c t e d from primary and 
; i t 
s e c o n d a r y s o u r c e s . An e f f o r t s i s made t o l e a r n from t h e 
m a n u f a c t u r e r s / d i s t r i b u t e r s , a s t o t h e p r a c t i c a l d i f f i c u l -
t i e s t h e y xandergo i n m a r k e t i n g cement e s p e c i a l l y a f t e r 
t h e p a r t i a l d e c o n t r o l . 
-,CIiltUNELS, COMMUNICATION 
12 . MOHR ( J a k k i ) and NEVIN (John R) . Communica t ion . S t r a t e g i e s 
i n M a r k e t i n g C h a n n e l s : A T h e o r e t i c a l P e r s p e c t i v e . J o u r n a l 
of M a r k e t i n g 54, 4 ; 1990, O c t ; 3 6 - 5 1 . 
Tho\:gh t h e m a r k e t i n g l i t e r a t u r e acknowledges t h a t 
co i ranunica t ion p l a y s a v i t a l r o l e i n c h a n n e l f u n c t i o n i n g 
i t p r o v i d e s no i n t e g r a t e d t h e o r y f o r channe l communica-
t i o n . The a u t h o r s b u i l d a t h e o r e t i c a l model t o h e l p 
u n d e r s t a n d t h e r o l e of communica t ion i n m a r k e t i n g c h a n n e l . 
They p r o p o s e a c o n t i n g e n c y t h e o r y i n v*iich communica t ion 
s t r a t e g y m o d e r a t e s t h e i n p a c t o f c h a n n e l c o n d i t i o n s on 
c h a n n e l c o n d i t i o n s c h a n n e l outcomes w i l l b e enhanced i n 
c o l l a r i s o n w i t h t h e ou tcomes vAien a communica t ion 
s t r a t e g y mismatches c h a n n e l c o n d i t i o n s . 
^3 
- , - , DISTRIBUTION, SBCCmDARY 
1 3 . PUROHIT (Devavra t ) and STAELIN ( R i c h a r d ) . R e n t a l s , s a l e s 
and b u y b a c k s : Managing s e c o n d a r y d i s t r i b u t i o n c h a n n e l s . 
J o u r n a l of M a r k e t i n g R e s e a r c h . 3 1 , 3 ; 1994, Aug; 32 5 -38 . 
The e x t a n t r e s e a r c h i n c h a n n e l s o f d i s t r i b u t i o n by 
t a k i n g i n t o accoun t t h e i n h e r e n t l y i n t e r t e m p o r a l n a t u r e 
o f t h e c o m p e t i t i o n be tween t h * d i s t r i b u t o r s of d u r a b l e 
g o o d s , t h e a u t h o r s a n a l y z e a p rob l em f a c i n g a d u r a b l e 
p r o d u c t m a n u f a c t u r e r who h a s t o manage two "non-
c o m p e t i n g " c h a n n e l s y s t e m . I n p a r t i c u l a r t h e y f o c u s 
on t h e p r a c t i c e s of U . S . a u t o m a k e r s who d i s t r i b u t e new 
c a r s t h r o u g h b o t h d e a l e r s and r e n t a l a g e n c i e s . I n t h e i r 
s t y l i z e d model , t h e d e a l e r s e l l s c a r s t o cus tomer and 
t h e r e n t e r s a t i s f i e s c u s t o m e r s ' s h o r t t e r m need by 
r e n t i n g c a r s . 
- , - , INTERORGANIZATION, GOVERNANCE 
14. HEIDE (Jan B) . I n t e r o r g a n i z a t i o n a l g o v e r n a n c e i n marke -
t i h g c h a n n e l s . J o u r n a l o f M a r k e t i n g . 58, 1; 1994, Jan? 
71 -8 5 . 
R e l a t i o n s h i p management r a p i d l y i s becoming a 
c e n t r a l r e s e a r c h p a r a d i g m i n t h e m a r k e t i n g c h a n n e l 
l i t e r a t u r e . A g rowing body o f c o n c e p t u a l and e m p i r i c a l 
l i t e r a t u r e a d d r e s s d i f f e r e n t a s p e c t of i n t e r f i r m r e l a -
t i o n s h i p s . And d e v e l o p s a t o p o l o g y of t h r e e d i f f e r e n t 
d 
f o r m s o f g o v e r n a n c e , which v e r y s y s t e m a t i c a l l y i n t e r m 
of how s p e c i f i c i n t e r f i r m p r o c e s s e s a r e c a r r i e d o u t . 
- , - , SYSTEMS, EDI 
,5. O'CALLAGHAN (Ramon), KAUPMANN ( P a l r i c k J ) eind K0NSYN3KI 
(Benn R ) . A d o p t i o n c o r r e l a t e s and s h a r e e f f e c t s of 
e l e c t r o n i c c;ata i n t e r c h a n g e s y s t e m s i n n ^ r k e t i n g c n a n n e l s . 
J o u r n a l of M a r k e t i n g . 56, 2; 1992, A p r i l ; 4 5 -56 . 
The e s t a b l i s h m e n t of e l e c t r o n i c i n f o r m a t i o n i n t e r -
change l i n k a g e s b e t w e e n c h a n n e l mentoers o f f e r s s i g n i f i -
c a n t p o t e n t i a l fo r t h e t r a n s f o r m a t i o n of t h e i r r e l a t i o n -
s h i p , w i t h s i g n i f i c a n t b e n e f i t s f o r a l l p a r t i c i p a n t s . 
The a u t h o r examine t h e a d o p t i o n of p a r t i c u l a r form of 
e l e c t r o n i c d a t a i n t e r c h a n g e (EDi) , t h e c o n p u t e r b a s e d 
i n t e r f a c e o f f e r i n g s by i n s u r a n c e c a r r i e r s t o t h e i r 
i n d e p e n d e n t a g e n t c o m m u n i t i e s . 
- , COMMUNICATION, PATTERN, ENGINEERING, MANUFACTURING 
16. GRIFFIN (Abbie) and HAUSER (John R ) . P a t t e r n s of commu-
n i c a t i o n among m a r k e t i n g , e n g i n e e r i n g and manuf a c t t a r ing : 
A c o n p a r i s o n be tween two new p r o d u c t t e a m s . Management 
S c i e n c e s . 38 , 3 ; 1992, Mar' 3 6 0 - 7 3 . 
Models and s c i e n t i f i c e v i d e n c e s u g g e s t t h a t f i r m 
a r e more s u c c e s s f u l a t new p r o d u c t deve lopment i f t h e r e 
^ / 
i s g r e a t e r coiranxonication among, eng inee r ing and maniofac-
t u r i n g . Th i s paper examines communication p a t t e r n s f o r 
two match pro duct-development team where the key d i f f e r -
ence between the groups i s t h a t one used a phase r e v i s i o n 
development p rocess and the o ther use q u a l i t y fx^nction 
development (QFD)/ a product development p r o c e s s adopted 
r e c e n t l y at over 100 f i r m s . 
- , COMPACT DISCK 
17. VERMA ( S h e f a i i ) . Clear p r o p o s i t i o n . Adver t i s ing and 
Marketing. 7, 8; 1995, J u l y ; 8 . 
Targeted a t t h e music connoisseur who wants 
extreme c l a r i t y in music, sheer , magic (which can be 
p layed back on any magnetic deck) c laim t o of fe r sound 
q u a l i t y t h a t almost matches t h e d i g i t a l c l a r i t y of 
con tac t d i s c s (CDS). The Indian music c a s s e t t e s market 
t h i s year a t a huge 230 m i l l i o n u n i t s , which make i t 
t h e world second b i g g e s t a f t e r t h e US. 
- , COMPUTERS, SIVA 
18. '^JTTAPPAN (La tha ) . Siva s ia rpr i se : In a market t h a t i s 
cut t h r o a t , t he conpany sp r ings ye t another s u r p r i s e . 
Bus iness I n d i a . 1993, Apr 26 - May 9; 10 5. 
Siva has done i t aga in by announcing t h e a v a i l a b i l i t y 
lii 
of the Siva 386 DX system o p e r a t i n g a t 40 MHz with a 
40 MB hard disk and a one year warranty a t Rs 29,970 
p l u s t a x e s , Siva brand was f l y i n g high thanks t o some 
shrewd c a l c u l a t i o n s and marketing b l i t z . 
- , CONCEPTS 
19. HOUSTON (Frank l in S) . Marketing r o n c e p t : What i t i s 
and what i t i s no t . Jou rna l of Marketing. • sn. 2? 1986, i ^ r ; 
8 1 - 7 . 
The market ing concept has been misunderstood and 
misused over the y e a r . I t i s no t o b s o l e t e nor i s i t t h e 
optimal approach t o market ing. The market ing concept i s 
r e s t a t e d in a way t h a t more c l e a r l y shows what i t i s and 
what i t i s no t . 
-,-, COMBINATIONS, CONTROL 
20. JAWRSKI (Bernard J ) , STATHAKOPOULOS (V^asis) and KRISHNAN 
(H Shanker) , Control Conbina t ions in Marketing: Conceptual 
Framework and E n p i r i c a i Evidence. Jou rna l of Marketing. 
57, 1; 1993, J a n ; 57-69. 
The t o p i c of management c o n t r o l systems has rec ieved 
l i m i t e d a t t e n t i o n in t h e marketing l i t e r a t u r e . Though 
p rev ious r e s e a r c h has tended t o view each o r g a n i z a t i o n a l 
:i ) 
c o n t x o l i s i n i s o l a t i o n t h e a u t h o r s argvie t h a t r e s e a r c h 
s h o u l d examine t h e s i m u l t a n e o u s use of m u l t i p l e c o n t r o l s . 
- , CONJOINT ANALYSIS 
2 1 . GREEN (Paul E) and SRINIVASAN (V) . C o n j o i n t a n a l y s i s i n 
"Marketing: New deve lopment w i t h i n p l i c a t i o n s f o r r e s e a r c h 
and p r a c t i c e . J o u r n a l of M a r k e t i n g . 54, 4 ; 1990, O c t o b e r ; 
3 - 1 9 . 
The a u t h o r s u p d a t e and e x t e n d t h d i r 1978 r e v i e w 
o f c o n j o i n t a n a l y s i s . In a d d i t i o n t o d i s c u s s i n g s e v e r a l 
new d e v e l o p m e n t s , t h e y c o n s i d e r a l t e r n a t i v e a p p r o a c h e s 
f o r m e a s u r i n g p r e f e r e n c e s t r u c t u r e s i n t h e p r e s e n c e of 
a l a r g e number of a t t r i b u t e s . They a l s o d i s c u s s e s o t h e r 
t o p i c s such a s r e l i a b i l i t y , v a l i d i t y and c h o i c e 
s i m u l a t o r s . 
- , CONSUMER, DURABLES, MODELS, APPLICATION, ESTIMATION 
22. DALAL (SR) and WEERAHNDI ( S ) . E s t i m a t i o n of i n n o v a t i o n 
d i f f u s i o n models w i t h a p p l i c a t i o n t o a consumer d u r a b l e . 
r ^a rke t ing L e t t e r s . 6, 2; 199 5, Apr 1 2 3 - 3 6 . 
A c l a s s of b i r t h p r o c e s s e s h a v i n g a v a r i e t y of 
p r a c t i c a l a p p l i c a t i o n i n p e n e t r a t i o n of new s e r v i c e and 
p r o d u c t s i s c o n s i d e r e d . T y p i c a l l y , s t a t i s t i c a l l y , 
i n f e r e n c e s on t h e s e models a r e pe r fo rmed by means of 
iUiJ 
s i n p l e e r r o r s t r u c t u r e s p l a c e d on t h e d e t e r r r i i n i s t i c 
a n a l o g s o f t h e u n d e r l a y i n g s t o c h a s t i c p r o c e s s e s . Mot iva t ed 
by t h e poor p e r f o r m a n c e of c o n v e n t i o n a l e s t i m a t i o n method. 
The p r o b l e m of e s t i m a t i n g t h e p a r a m e t e r s of t h e s e i m d e l s 
i s r e a d d r e s s ^ . We d e v e l o p n e c e s s a r y f o r m u l a t e f o r 
p e r o f o r m i n g t h e maximum l i k e l i h o o d e s t i m a t i o n and 
w e i g h t e d l e a s t s q u a r e r e s t i m a t i o n method and d e m o n s t r a t e 
t h e i r s u p e r i o r i t y t h r o u g h a n a l y s i s of some r e a l d a t a and 
s i m u l a t i o n s t u d i e s . 
- , CONSUMERISM, CHALLEllGES, 1990s 
2 3 . SAHOO (SC) . Consuroerismt C h a l l e n g e s and t a s k s f o r 9 0 s . 
I n Sahoo (SC) and Sinha (PK), Ed. E m e r g i n g t r e n d s i n 
I n d i a n m a r k e t i n g . D e l h i , Academic F o u n d a t i o n , 1 9 9 1 > D 
5 3 - 6 3 . 
The I n d i a n consumer i s no more a pawn i n t h e 
hands of t h e s e l l e r , c l a i m s Dr . Sahoo i n t h i s a r t i c l e 
and s t a t e s t h a t consumer ism i n I n d i a h a s a r r i v e d and 
i s g rowing r a p i d l y . The r e a s o n s f o r t h i s phenomenon 
a r e t h e q u a l i t y c o n s c i o u s n e s s and t h e a w a r e n e s s c a u s e d 
by t h e media boom. 
l ( i 
- , - , QUALI lY 
2 4 . BHASKARAN (Ashok) . Q u a l i t y i n mar ' ke t ing . I n d i a n Management. 
32, 2 & 3 ; 1993, Feb-Mar; 7 0 - 7 1 . 
S t a t e s , t h a t we c o u l d manage t o e l i c i t a r e s p o n s e 
p e r t a i n i n g t o m a r k e t i n g y e t t h e f a c t r e m a i n s t h a t t h e 
coming y e a r s s h o u l d s e e q u a l i t y p l a y a v i t a l r o l e i n t h e 
m a r k e t i n g e f f o r t . S e v e r a l awakening of t h e I n d i a n 
consumer , t h e o p e n i n g up t h e economy g i v i n g t h e consumer 
of t o d a y more c h o i c e t h a n e v e r b e f o r e and t h e e n t r y of 
m u l t i n a t i o n a l s i n t o t h e market w i t h t h e a u r a of q u a l i t y 
woven i n t o t h e i r m a r k e t i n g e f f o r t s , 
- , CONSUMERS, DEMOGRAPHIC SURVEYS 
2 5 . BIJAPURKAR (Rama) . Ife d e r r o g r a p h i c s r e a l l y dead? Adver -
t i s i n g and M a r k e t i n g . 6, 2; 199 5, J a n , 3 1 ; 2 8 - 3 4 . 
The m a r k e t i n g commxanity seems t o have d e l i v e r e d 
i t s v e r d i c t d e m o g r a p h i c s h a s l o s t i t s t e e t h . The g e n e r a l 
c o n s e n s u s seems t o b e t h a t a d e e p e r demograph ic u n d e r -
s t a n d i n g of t h e I n d i a n consumer b a s e w i l l n o t add much 
v a l u e t o t h e p r o c e s s of d e v e l o p i n g m a r k e t i n g s t r a t e g y 
t h a t i s i n t h e f u n c t i o n t h a t m a r k e t i n g pe r fo rmance i n 
p r o v i d i n g i n p u t s t o t h e b u s i n e s s s t r a t e g y of t h e f i r m . 
And s o , i n t h e q u e s t f o r i d e n t i f y i n g and i i n d e r s t a n d i n g 
ij J 
environmental market o p p o r t u n i t i e s t h e emerging consumer 
i s be ing d i s s e c t e d from every conceivable angle, except 
pe rhaps t h e demographic one. 
-,~, EDUCATION 
26, ARORA (Renu). Consumer educa t ion and awareness. Indian 
J o u r n a l of Marketing. 24, 4; 199 5, Apr; 1 6 - 7 . 
Consumers pi ay a very i i rportant r o l e in t h e economy. 
They are t h e l a r g e s t economic grox:?^ in any count ry . A n 
our p r e sen t day a c t i v i t i e s a re because of consumer on ly . 
Consumers a r e t h e p i l l a r s of t h e economy. They are f r e e 
t o buy goods of t h e kind they l i k e and the producers have 
t o a s c e r t a i n t h e t a s t e s and p r e f e r e n c e s of t h i s group 
and produce, only these goods which w i l l he lp them t o 
s a t i s f y t h e i r needs and d e s i r e . But in t h e modern marke-
t i n g system. Consumer s o v e r e i g n i t y i s a myth on account 
of v a r i e t y of problems in t h e p roces s of p roduc t ion and 
d i s t r i b u t i o n . Consumers a re faced with numerous problems 
i n the market p l ace and in many c a s e s they a re harmed 
p h y s i c a l l y menta l ly or f i n a n c i a l l y . 
lUJ 
-, -, ENLIGHTENMENT 
27 . NAGENDRA (Asha) . Consumerism: How e n l i g h t e n e d i s t h e 
I n d i a n consiimer. I n d i a n Jo i a rna i o f M a r k e t i n g . 23, 7 - 8 ; 
1994, Ju ly -A\ jg ; 26 - 9 . 
The re i s a p l e t h o r a of l aws t o p r o t e c t t h e consumer 
i n I n d i a . In t h i s t h e r e i s no amount of c o n s i d e r p r o t e c t i o n 
A c t s w i l l h e l p t h e I n d i a n consumers u n l e s s h e i s p r e p a r e d 
t o h e l p h i m s e l f . Be an e n l i g h t e n e d consumer , i n s i s t on 
r e c e i p t s whe reeve r , p o s s i b l e , do no t buy a n y t h i n g b e f o r e 
c h e c k i n g i t s d a t e of manxifacturer and d a t e of e x p i r y , 
g i v e consumer r e s i s t a n c e and demand yoxa: b i r t h r i g h t , 
t h e c o m p l a i n t book, whenever a v a i l a b l e . 
- , - , GROUPS, DEMOGRAPHIC 
2 8 . BHANDARi (Pawan) and ^''•"i^ ( R a j a t ' . Cha lk and C h e e s e : 
M a r k e t e r s use an a p p r o a c h b a s e d on s i m p l e c l a s s i f i c a t i o n 
of consumers i n t o demographic g r o u p s . When a d d r e s s i n g 
u rban m a r k e t s . A d v e r t i s i n g and M a r k e t i n g . 6, 9 ; 1994, 
Aug, 15; 2 5 - 7 . 
When c o n p a r e d t o one a n o t h e r , u rban m a r k e t s show 
a marked c o n v e r g e n c e i n a g g r e g a t e b e h a v i o u r a l t e r m s . 
G e o p h y s i c a l d i f f e r e n c e a r e v i r t u a l l y n u l l i f i e d d u e t o 
e l a b o r a t e and eve r i n c r e a s i n g i n f r a s t r u c t u r a i f a c i l i t i e s . 
l ( i 
A h i g h p r o p o r t i o n of t h e s a l a r i e s c l a s s h a s a r e g u l a r i t y 
of income r e c e i p t s and a s t r u c t u r a l s i m i l a r i t y i n t h e 
s o u r c e of income, 
- , - , PROFILE, MASSCOMMUNICATION, ROLE 
2 9 . GIRI RAO (JS) and PANIC3^ AHY (D). P r o f i l e of t h e I n d i a n 
Consumer and t h e r o l e of mass communica t ion . lj\ Sahoo 
(3C) and S inha (PK), Ed. ETtierging t r e n d s in I n d i a n marke-
t i n g . D e l h i , Academic F o u n d a t i o n , 199 l | .pJ .27-34. 
I n t h i s pape r a u t h o r s a r e h i g h l i g h t e d some of t h e 
r e l e v a n t a s p e c t s of t h e p r o f i l e o f t h e I n d i a n consumer 
h i s l i f e s t y l e and b u y i n g b e h a v i o r . The chang ing l i f e 
s t y l e of t h e I n d i a n consumer b o t h i n r u r a l a s we l l a s 
u rban a r e a s h a s a t r e m e n d o u s i i rpac t on t h e m a r k e t i n g 
p l a n n i n g and c o n t r o l . The a u t h o r s have d i s c u s s e d a b o u t 
t h e g r o u p m o t i v a t i o n and o p i n i o n l e a d e r s . 
- , - , RIGHTS 
3 0 . DHYANI (AK) and SAKLANI (A). Awareness of r i g h t artong 
I n d i a n consximers. I n d i a n J o u r n a l of M a r k e t i n g . 23, 7 - 8 ; 
1994, June-Atgg; 9 - 1 3 . 
The o v e r a l l c o r r e c t r e s p o n s e r a t e i s mere ly 43?6 
which r e f l e c t s t h e poor a w a r e n e s s of I n d i a n consumers . 
luj 
F u r t h e r , a s t rong a s s o c i a t i o n between consumers awareness 
and educa t ion income and sex was n o t i c e d . While h igher 
educa t ion may c e r t a i n l y r a i s e awareness l e v e l s , t h e 
a s s o c i a t i o n between income and awareness may be expla ined 
as a r e s u l t of h igher purchase frequency l e a d i n g t o more 
market exper ience (among t h e upper income groups) as a l so 
more exposure t o magazines and newspapers which c a r r y 
if for consumers. While the consumer educa t ion i s u rgen t ly 
needed, t he a t i t h o r i t i e s concerned should f i r s t c a r r y out 
wider surveys and t h a n focus on ( l ega l ) a r e a s about which 
consumers know l e s s . 
- , - , SENTIMENTS, INDEX 
3 1 . GASKI (John F) and ETZEL (Michael J ) . Index of consumer 
sent iment toward market ing . J o u r n a l of Marketing. 50, 3; 
1986, J u l y ; 7 1 - 8 1 . 
There have been a nunber of pub l i shed measures of 
g e n e r a l i z e d consumer a t t i t u d e s , pe rhaps t h e most f a m i l i a r 
be ing t h e index of consumer sent iment of t h e u n i v e r s i t y 
of Michigan Survey Research Cen te r . What t h i s a r t i c l e 
p roposes i s an "Index of Consumer Sentiment towards 
market ing", which i s in tended t o be a v a l i d a t e d , l o n g i -
t u d i n a l , aggregate measure of n a t i o n a l consumer sentiment 
toward marketing p r a c t i c e t o be r e p o r t e d a t r e g u l a r 
i n t e r v a l s t o the market ing and consumer r e s e a r c h communities. 
1 (J 0 
The a r t i c l e d e s c r i b e s t h e measure and measiarement procedure 
and p r o v i d e s v a l i d a t i o n ev idence . Since t h i s study a l s o 
involved r e p l i c a t i o n of p r i o r r e s e a r c h on t h i s i s s u e , 
informat ion on the r ecen t e v a l u a t i o n of consumer sentigient 
toward marketing i s p r e s e n t e d . 
",-., 301MCES 
3 2. VERMA <Amrita) and MUNISH (Hukul). Keeping in touch: The 
consumer i s king, r i g h t ? Adver t i s ing and Marketing. 3, 3; 
1991, June ; 4 8 - 5 1 . 
Market r e s e a r c h t h e formal source of feedback in 
t h e form of consumer pane l s , focus group and brand t r a c k -
ing can he lp conpanies keep in touch with i t s consumers. 
But wable e s t i m a t e s t h a t a t l e a s t 70% of t h e market 
r e s e a r c h i s commissioned by consumer goods companies a t 
t h e pre launch s t a g e , 
- , CONTROL 
3 3 , BUREAU (James R) . C o n t r o l l i n g market ing. 2 s Baker (Michael 
J ) . Marketing book. London. I n s t i t u t e of Market ing, 1987; o 
3 24-40. 
Th i s a r t i c l e has examined systems and proced\jres 
of c o n t r o l over t h e marketing func t ion at two l e v e l s . The 
c o r p o r a t e market ing d i s c i p l i n e which make c lo se svtpervision 
l l J ^ 
of many of i t s a c t i v i t i e s e s p e c i a l l y n e c e s s a r y and i i i p o r t a n t 
t o t h e o r g a n i z a t i o n . F i n a l l y t h e c h a p t e r t o o k a v e r y b r i e f 
l o o k a t s y s t e m s e x t e r n a l t o t h e e n t e r p r i s e which a l s o 
a c t a s c o n t r o l mechanisms on t h e e f f e c t i v e n e s s and g e n e r a l 
competence of t h e m a r k e t i n g f u n c t i o n . 
-, CUSTOMERS, RELATIONS 
3 4 , CHATURVEm (Mukesh) . D i r e c t m a r k e t i n g fo r c l o s e cus tomer 
r e l a t i o n s h i p s : The I n d i a n E x p t r i e n c e . Management and Labour 
S t u d i e s . 20, 3 ; 199 5, J u l y ; 1 7 0 - 6 . 
Any s u c c e s s f u l s a l e s p e r s o n knows t h a t " a p p r o a c h " 
and t h e " b e g i n n i n g " t h e f i r s t few m i n u t e s of a s a l e s c a l l 
d e c i d e t h e f a t e of a p e r s o n a l s e l l i n g e f f o r t . The same 
a p p l i e s t o d i r e c t m a i l , t h e s t a r t i n g p o i n t of d i r e c t 
m a r k e t i n g . The d i r e c t m a i l e r h a s t o g e t t h e p r o s p e c t ' s 
a t t e n t i o n , i n t e r e s t i n t h e f i r s t few, v i t a l m i n u t e s , e l s e 
i t r u n s t h e r i s k of g e t t i n g j u n k e d . T h i s p a p e r a t t e m p t s 
t o p r e s e n t how some I n d i a n c o n p a n i e s a r e u s i n g d i r e c t 
mai l ma i l t o open up d i a l o g u e and b u i l d c l o s e r r e l a t i o n -
s h i p s w i th t h e i r c u s t o m e r s and how c r e a t i v i t y h a s h e l p e d 
i n t h i s phenomenon. 
1 tJ s 
-*-,-, COMPREHiiNSlVE APPROACH 
35 , MEKOTH (Nanda Kxomar). Customer r e l a t i o n s : Need for conpre-
hens ive approach. Ind ian Joxirnal of Marketing. 24, 5; 199 5, 
May; 2 5-7. 
In a l l customer r e l a t i o n s should not be In a narrow 
sense t h a t i t i s a programme by which b u y e r - s e l l e r i n t e r -
a c t i o n for unders tanding and enhancing b u s i n e s s . Addi t ion-
a l l y , customer r e l a t i o n f i r s t t a k e p l a c e in t h e mind than 
in b u s i n e s s d e a l . For t h i s t h e o r g a n i s a t i o n should 
emphasis on communicating and convincing p re sen t and 
p o t e n t i a l customer about t o t a l s a t i s f a c t i o n and t u r n t o 
s t rong r e l a t i o n l i k e brand l o y a l t y if i t deve lops . There-
fo re a marketers can t h i n k of having a t r u e and l a s t i n g 
r e l a t i o n only when t h e p r o d u c t / s e r v i c e p rov ide maximum 
v a l u e for money. 
-,-, SERVICE, QUALITY CONTROL 
36 . STEINGRABER (Fred) . India in t h e g loba l market: Impera t ives 
of customer s e rv i ce and q u a l i t y . AIMA News. 1994, Mar 
Apr; 19. 
Highl igh ted t h e irrportance of customers s e r v i c e in 
ga in ing compet i t ive advantage. And p re sen t ed a broadview 
of v a r i o u s e lements of c u s t o m e r ' s s e rv i ce and q u a l i t y such 
as con t inuous irrproveeent and b u s i n e s s p r o c e s s . 
( i . i 
-, DECISION M/vKING, VALUATION 
3 7 . MOWEN (John C) and MOVEN (Maryanne M). Time and outcome 
v a l u a t i o n : I n p l i c a t i o n s f o r m a r k e t i n g d e c i s i o n making. 
J o u r n a l of M a r k e t i n g . 55, 4 ; 1991, O c t ; 5 4 - 6 2 . 
Both m a r k e t i n g managers and consumers must make 
d e c i s i o n s f o r vrtiich t h e good and bad ou tcomes may o c c u r 
a t v a r i o u s p o i n t s i n t i m e i n t h e f u t u r e , A model of t i m e 
and outcome v a l u a t i o n (TOV) i s d e v e l o p e d and shown t o 
expand and complement a v a r i e t y of m a r k e t i n g models and 
t h e o r i e s , i n c l u d i n g exchange models , s a l e s f o r c e m o t i v a -
t i o n models and d e c i s i o n c a l c u l u s m o d e l s . The TOV model 
i s d e r i v e d from s i x b a s i c a s s u r t p t i o n s . From t h e a s s u m p t i o n s 
a s e r i e s of m a n a g e r i a i i y i n p o r t a n t d e c i s i o n phenomena 
a r e d e s c r i b e d , i n c l u d i n g i n d i v i d u a l t r a p s and f a n c e s 
speed up c o s t s , d e l a y c h a r g e e f f e c t s and fu t ta re op t imi sm. 
A s e r i e s of m a n a g e r i a l p r o p o s i t i o n s on t h e i r rpact of t h e 
t i m i n g of ou tcomes on m a r k e t i n g d e c i s i o n making i s a l s o 
d e v e l o p e d from t h e TOV model . 
- , DECISION PROCESS, TIME-SENSITIVE, ENVIRONMENT, TURBULENT 
3 8 , GLA2ER(Rashi) and WEISS ( A l l e n M) . Marke t ing i n T u r b u l e n t 
e n v i r o n m e n t s : D e c i s i o n p r o c e s s e s and t h e t i m e - s e n s i t i v i t y 
of i n f o r m a t i o n . J o u r n a l o f M a r k e t i n g R e s e a r c h . 3 0 , 2 ; 1993 ; 
NOV; 5 0 9 - 2 1 . 
The a u t h o r s s t u d y t h e r e l a t i o n s h i p am^ng i n f o r m a t i o n 
1 i !J 
p r o c e s s i n g / marketing d e c i s i o n and performance among infor -
mation p roces s ing , marketing d e c i s i o n and performance in 
t u r b u l e n t markets i . e . markets in which t h e time s e n t i v i t y 
of informat ion i s a major f ac to r i n d e c i s i o n making. 
Drawing on both o r g a n i z a t i o n a l cont ingency theory and 
i n d i v i d u a l behav io ra l dec i s i on r e s e a r c h , t he au tho r s 
suggest t h a t success fu l perforroance depends on t h e 
congruence between the l e v e l of market p l a c e t i i rbulence 
and t h e informat ion p roces s ing s t y l e and a s s o c i a t e d 
d e c i s i o n adopted. 
- , DECISIONS-PERSPECTIVE 
39 . CURREN (MaryT) , FOLKES (Valer ies) and STECKEL (Joel H). 
Exp lana t ions for success fu l and unsuccessful marketing 
d e c i s i o n : The d e c i s i o n maker 's p e r s p e c t i v e . Jou rna l of 
Market ing. 56, 1; 1992, Apr; 18-31. 
The au tho r s i n v e s t i g a t e t h e a t t r i b u t i o n a l p r o c e s s 
involved i n market ing p l ann ing . Using MARKSTRAT, a 
marketing s imula t ion game, a s a r e s e a r c h s e t t i n g , they 
f i nd t h a t d e c i s i o n makers a re l i k e l y t o have se l f serv ing 
b a i s e s in t h e i r causa l a t t r i b u t i o n s for performance. The 
a t t r i b u t i o n s a re r e l a t e d t o marketing d e c i s i o n makers' 
i n t r i n s i v e i n c e n t i v e t o succeed, e x p e c t a t i o n s of p e r f o r -
mance and p lanning behav io r . 
lit 
- , DECISION, EFFICIENCY CRIIERION 
4 0 , WERNERFELT ( B i r g e r ) . E f f i c i e n c y c r i t e r i o n f o r m a r k e t i n g 
d e s i g n . Joxxcnal of M a r k e t i n g R e s e a r c h . 3 1 , 4 ; 1994, 
Nov; 4 6 2 - 7 0 . 
The a i r thor p r o p o s e s t h a t t h e p a r t i a l i n v e r t i c a l 
t r a d i n g r e l a t i o n s h i p a l l o c a t e t h e i r e f f o r t s t o w a r d manu-
f a c t u r i n g and i n f o r m a t i o n exchange such t h a t no o t h e r 
a r r a n g e m e n t makes them a l l b e t t e r o f f . I n some c a s e s t h i s 
r e d u c e t o t h e sx igges t i on t h a t a change s h o u l d be made i f 
one p a r t y can pay o t h e r s t o do i t . 
- , DEVELOPING COUNTRIES, ROLE 
4 1 . RAO (Tanniru R) . Developing countr ies : Role of marketing. 
In Neelameghan(S), Ed. Marketing in India. Delhi, Vikas 
Publishing House, 1988fP*38-55. 
The paper thus far has addressed i t s e l f t o ce r t a in 
major economic and social development issue facing a l l 
nations of t h e developing vgorld. The relevance of marke-
t i n g approach and the s u i t a b i l i t y of marketing technique 
in addressing these problems are highl ighted. The emphasis 
placed as the role of government i s detacted by consider-
a t ions of pragmatism ra ther than by any theory of develop-
ment. In many nat ions of the developing world governaent 
p l a y s a c r v t t i a l r o l e i n t h e p r o d u c t i v e s e c t o r Of i t s economy 
and a s t r o n g i n i t i a t o r i n a l l i t s deve lopmen t p o l i c i e s . 
- , DlSlKIBUriON, AGENTS, FOREIGN 
4 2 . BELLO (Dan ie l C) and LOHTIA (R i tu ) . Expor t c h a n n e l d e s i g n : 
The use of f o r e i g n d i s t r i b u t e r s and a g e n t s . J o u r n a l of t h e 
Academy of Marl^etinq S c i e n c e . 23, 2; 1995, J u l y ; 8 3 - 9 3 . 
Because many m a n u E a c t u r e r s a r e u n a b l e t o i n t e g r a t e 
v e r t i c a l l y i n t o g l o b a l d i s t r i b u t i o n , t h e n o n - i n t e g r a t e d 
market e n t r y modes of f o r e i g n d i s t r i b u t o r s and a g e n t s 
a r e f r e q u e n t l y u s e d . U n f o r t u n a t e l y , l i t t l e i s known about 
c h o o s i n g e f f i c i e n t l y be tween d i s t r i b u t o r s and a g e n t s b e c a u s e 
r e s e a * c h has o n l y p a r t i a l l y examined t h e i t r p o r t a n c e of 
t r a n s a c t i o n and p r o d u c t i o n c o s t s i n d e t e r m i n i n g i n s t i t u -
t i o n a l a r r a n g e m e n t s , t h i s a r t i c l e d e v e l o p s and t e s t s 
h y p o t h e s e s l i n k i n g t h e c h a r a c t e r i s t i c s o f e x p o r t exchange 
t o t h e c o s t m i n i m i z i n g mode of e x p o r t c h a n n e l g o v e r n a n c e , 
- , - , CHANNELS, IBBAN MARKETS 
4 3 . BHANDARi (Pawan) and IYER (Raj a t ) . S i p h o n i n g a d e a l : The 
d i s t r i b u t i o n c h a n n e l , a much p u b l i c i s e d mean of merchan-
d i s i n g i n lorban market h a s r e m a i n i n t h e background i n 
r u r a l a r e a s . A d v e r t i s i n g and M a r k e t i n g . 6, 20; 199 5, J a n , 
15; 2 3 - 9 . 
P r o d u c t d i s t r i b u t i o n and r e t a i l i n g h a s d e v e l o p e d 
l i . j 
i n t o a h i g h l y s p e c i a l i s e d a c t i v i t y i n larban markets . R e t a i l 
she lves are prime p r o p e r t y with brand e n t r y r a t e s way ahead 
of i n c r e a s e i n r e t a i l e r nuntoers or shelf space. Brand t r i a l 
cou ld very well be induced by t h e r e t a i l e r backed by t h e 
r i g h t d i s p l a y . Here an a t t e n p t i s made t o examine product 
d i s t r i b u t i o n through r e t a i l channels in a market where 
concep t s of r e t a i l she l f d i s p l a y or merchandising a r e 
v i r t u a l l y non e x i s t e n t b u t where good t r a n s a c t e d through 
r e t a i l channe l s exceed 60% of na t i ona l s a l e s volume in 
numerous product c a t e g o r i e s . 
- , ECOLOGICAL EERSPECTIVES, 1990s 
44 . PARVATIYAR (Atu l ) . Eco log ica l p e r s p e c t i v e s of marketing 
in t h e 1990s: Conserver marketing for s u s t a i n a b l e develop-
ment. I n Sahoo (SC) and Sinha (PK), Ed. Emerging t r e n d s 
in Indian market ing. Delh i , Academic Foundation, 1991> p. 
159-80. 
In t h i s paper au thor i s t r y i n g t o look i n t o the 
r o l e marketing can p l a y in conse rva t i on . The need of every 
c o u n t r y . De fo re s t a t i on , exces s ive use of f i n i t e e re rgy 
soxirces and p o l l u t i n g and wasteful p roduc t ion have g iven 
a comfor table l i f e t o t h e human b e i n g s . But i t i s only 
m a t e r i a l aspec t of i t . I t has on t h e o t h e r hand made 
t h e l i f e d i f f i c u l t by making t h e environment i npu re . 
1 1 1 
-, ECONOMIf, DEVELOPING, INFRASTRUCTURE 
4 5 . MATHIAS (Morr i s ) . Marlceting a s an i n f r a s t r u c t u r e i n 
d e v e l o p i n g economy. I n Neelamegham (S) , Ed. Marke t ing i n 
I n d i a . D e l h i , V i k a s P u b l i s h i n g House, 1988#p,56-61. 
In a d e v e l o p i n g economy m a r k e t i n g s h o u l d b e v iewed 
n o t a s a s e r i e s of s p e c i a l i s e d a c t i v i t i e s r e l a t e d t o p r o d u c t 
d e s i g n . P r o d u c t i o n , p r i c i n g and s e l l i n g of p r o d u c t s b u t as 
a c o n t i n u i n g t h o u g h t p r o c e s s ; a p r o c e s s which s e e k s t o 
mould t h e p r e s e n t s i t u a t i o n i n t o t h e d e s i r e d forms of t h e 
f u t u r e . 
- , - , ROLE, CHANGES 
16. NEELAMEGHAN (s) . M a r k e t i n g : I t s c h a n g i n g r o l e and t h e 
I n d i a n economy. j[n. Neelamegham (S) , Ed. Marke t ing in 
I n d i a . D e l h i , Vikas P u b l i s h i n g House, 1988*P.19-37. 
The r o l e and f u n c t i o n s o f m a r k e t i n g have unde rgone 
a t r e m e n d o u s change i n r e c e n t y e a r s . Many new c o n c e p t s 
and p a t t e r n s o f t h o u g h t have emerged . A r e o r i e n t a t i o n of 
t h i n k i n g on t h e p a r t of our e x e c u t i v e i s a t p r e s e n t 
n e c e s s a r y i f t h e new t o o l s and t e c h n i q u e s a r e t o b e used 
e f f e c t i v e l y , i n s o l v i n g our m a r k e t i n g p r o b l e m s a t home 
and a b r o a d . S i n c e i n d e p e n d e n c e t h e market s i t u a t i o n i n 
I n d i a h a s w i t n e s s e d a nuntoer of c h a n g e s . Under t h e impact 
1 1 , ) 
of f i v e year p l a n s f i rms have s t a r t e d producing many new 
and b e t t e r p roduc t s many of which were formerly i irpotted 
from abroad. 
- , EFFECTS, MUSIC 
47 . BRUNER (Gordon C) . Music, mood and market ing. Jou rna l of 
Market ing. 54, 4 ; 1990, Oc t ; 94-104. 
That music a f f ec t human b e i n g s in v a r i o u s ways has 
p robab ly been presumed as long as people have played music. 
Many market ing p r a c t i o n e r s a l r e a d y accept t h i s no t ion , 
given t h a t music i s i n c r e a s i n g l y used as a s t imulus i n 
the r e t a i l environment as well as in r a d i o and t e l e v i s i o n 
a d v e r t i s i n g . Yet fewer t h a n 20 publ i shed emoi r i ca l s t u d i e s 
in marketing have music a s t h e i r focus . The author reviews, 
t h e small body of marketing l i t e r a t u r e , surveys r e l e v a n t 
l i t e r a t u r e o u t s i d e marketing and p r o v i d e s r e s e a r c h p r o p o s i -
t i o n s t o guide f u t u r e s t u d i e s . 
- , EFFICIENCY 
48 . HUBERMAN (Gur) and KANDEL (Samuel); Market e f f i c i e n c y and 
v a l u e l i n e ' s r e c o r d . Jou rna l of Bus iness . 63, 2; 1990, 
Apr; 187-216, 
T h i s a r t i c l e r e c o n c i l e s t h e record with market 
e f f i c i e n c y as one i r t p l i c a t i o n of a model t ha t assumes a 
l i o 
s e m i s t r o n g form of market e f f i c i e n c y and a u t © r e g r e s s i v e 
s t a t e v a r i a b l e s which need n o t b e i d e n t i f i e d . 
- , EMPLOYEES, WOMEN 
4 9 . SAB3AL (Poonam) . Women e m p l o y e e s : Coping w i t h m u l t i p l e r o l e s . 
South As i an J o u r n a l of Management. 1, 2; 1994, Apr - J u n e ; 
3 4 - 4 1 . 
More and more women a r e e n t e r i n g t h e workforce i n 
I n d i a and t h i s r e f l e c t s a g l o b a l t r e n d . T h i s pape r e x p l o r e 
t h e u n i q u e p r o b l e m s and p r e s s u r e s t h a t n o n - e x e c u t i v e 
working women e x p e r i e n c e a t t h e w o r k p l a c e . I t a l s o examines 
how for t h e o r g a n i z a t i o n s , mate , c o l l e a g u e s , f a m i l y and 
t h e i n d i v i d u a l h e r s e l f a r e r e s p o n s i b l e f o r t h e s e p r o b l e m s . 
Some s u g g e s t i o n s a r e o f f e r e d f o r d e a l i n g e f f e c t i v e l y w i t h 
t h e c o n f l i c t s and r o l e di lemmas t h a t t h e s e n o n - e x e c u t i v e 
work ing women f a c e . 
- , EMPLOYMENT, LABOUR, INCENTIVES 
50 . KANTZ (Kathryn) and SPARKS (Roger) . Labor managed f i r m 
under i n p e r f e c t m o n i t o r i n g : Employment and work e f f o r t 
r e s p o n s e s . J o u r n a l of C p n p a r a t i v e Economics . 14, 1; 1990, 
h^r; 3 3 - 5 0 . 
T h i s p a p e r examines worker i n c e n t i v e s i n t h e l a b o u r 
managed f i r m (LMP) and d e r i v e s i m p l i c a t i o n s f o r t h e 
iw 
r e s p o n s e of ei tployment and work e f f o r t s t o change i n 
o u t p u t p r i c e . The p r o p o s e d model assumes t h a t worker 
e f f o r t i s m o n i t o r e d i n p e r f a c t l y and t h a t worke r s i n d i v i -
d u a l l y c h o o s e how much e f f o r t t o s u p p l y on t h e j o b . 
However, t h e LMP c o l l e c t i v e l y c h o o s e s t h e enployment 
l e v e l and d i s m i s s a l r u l e . I t i s shown t h a t t h e o p t i m a l e 
enployment l e v e l f o r t h e LMP i n c r e a s e w i t h r e l a t i v e o u t p u t 
p r i c e , which i s a r e v e r s a l of t h e f i n d i n g i n c o n v e n t i o n a l 
t h e o r y . 
- ENVIRONMENT, INFORMATION TECHNOLOGY 
5 1 . GLAZEg ( R a s h i ) . m a r k e t i n g i n an i n f o r m a t i o n i n t e n s i v e 
e n v i r o n m e n t : S t r a t e g i c i n p l i c a t i o n s of knowledge as an 
a s s e t . J o u r n a l of M a r k e t i n g . 55, 4 ; 1991, Oc t ; 
1-14. 
The a u t h o r p r e s e n t s a framework for t h i n k i n g 
a b o u t t h e i r tpac t of i n f o r m a t i o n t e c h n o l o g y on m a r k e t i n g . 
The f o c u s i s on t h e c o n c e p t of i n f o r m a t i o n " or "knowledge" 
a s b o t h an a s s e t t o b e managed and a v a r i a b l e t o b e 
r e s e a r c h e d . Af t e r d e v e l o p i n g a p a r t i c u l a r o p e r a t i o n a l i -
z a t i o n of t h e v a l u e of i n f o r m a t i o n i n m a r k e t i n g c o n t e x t 
which can be used t o d e s c r i b e f i r m s i n t e r m s of t h e i r 
r e l a t i v e l e v e l s of " i n f o r m a t i o n i n t e n s i t y " , t h e a u t h o r 
11 
p r e s e n t s a s e r i e s of p r o p o s i t i o n s examin ing t h e c o n s e q u -
e n c e s of i n c r e a s i n g i n f o r m a t i o n i n t e n s i t y f o r some key 
c o n p o n e n t s of f i r m s t r a t e g y and o r g a n i z a t i o n a l s t r u c t i a r e . 
The c o n c e p t s d i s c u s s e d a r e i l l u s t r a t e d w i t h a d e s c r i p t i o n 
of t h e t r a n s a c t i o n b a s e d i n f o r m a t i o n s y s t e m s t h a t a r e 
b e i n g implemented i n a v a r i e t y Qf f i r m i n p u r s u i t of 
c o n p e t i t i v e a d v a n t a g e . 
- , EXCHANGES, RELATIONAL, FOUNDATIONS 
52. GUNDLACH (Gregory T) and MURPHY ( P a t r i c k E ) . E t h i c a l and 
l e g a l f o u n d a t i o n of r e l a t i o n a l m a r k e t i n g e x c h a n g e s . J o u r n a l 
of M a r k e t i n g . 57, 4 ; 1993, O c t ; 3 5 - 4 6 . 
However, l i m i t e d a t t e n t i o n h a s b e e n d i r e c t e d t oward 
t h e r o l e of e t h i c s and l aw i n e x c h a n g e . The emerg ing 
p e r s p e c t i v e of r e l a t i o n a l exchange s u g g e s t s t h e i n p o r t a n c e 
of t h e s e f o u n d a t i o n . The atrt:hors examine t h e i n t e r r e l a t i o n -
s h i p of c o n t r a c t law and e t h i c s fo r b u i l d i n g and s u s t a i n i n g 
m a r k e t i n g e x c h a n g e s . They e x p l o r e d i m e n s i o n s of e t h i c a l 
exchange and o f f e r m a n a g e r i a l and r e s e a r c h i n p l i c a t i o n s . 
- , EXECUTIVE BEHAVIORS, UNETHICAL 
5 3 . MASCARENHAS (Oswald A J ) . E x o n e r a t i n g u n e t h i c a l m a r k e t i n g 
e x e c u t i v e b e h a v i o r s : A d i a g n o s t i c f ramework. Joxjrnal of 
M a r k e t i n g . 59, 2; 1995, A p r ; 4 3 - 5 7 . 
A l t h o u g h u n e t h i c a l m a r k e t i n g b e h a v i o r s o f 
l i d 
C o r p o r a t i o n have b e e n s t u d i e d and some n o r m a t i v e f r ame-
work s u g g e s t e d f o r j u d g i n g t h e i r e t h i c a l i t y , no r e s e a r c h 
h a s f o c u s e d on a s s e s s i n g i n d i v i d u a l r e s p o n s i b i l i t i e s of 
m a r k e t i n g e x e c u t i v e f o r t h e c o n s e q u e n c e s of t h e i r 
u n e t h i c a l a c t i o n . The a u t h o r i d e n t i f i e s major f a c t o r s 
t h a t e x o n e r a t e e x e c u t i v e r e s p o n s i b i l i t y and t h o s e t h a t 
e n h a n c e . He d e r i v e s t e n t e s t a b l e r e s e a r c h p r o p o s i t i o n s 
t h a t C o n s t i t u t e t h e framework f o r t h e d i a g n o s t i c model . 
The model c h a l l e n g e s m a r k e t i n g e x e c u t i v e s t o go beyond 
l e g a l and a t t r i b u t i o n a l r e s p o n s i b i l i t i e s t o a p p r o p r i a t -
i o n a l r e s p o n s i b i l i t i e s of commitment t o consumers t h e y 
s e r v e . 
- , EXPANSION, EXPORTS, POTENTIAL, IDENTIFY 
54 . YANG (Yoo S ) , LEONE (Rober t P) and ALDEN (Dana L ) , Market 
e x p a n s i o n a b i l i t y a p p r o a c h t o i d e n t i f y p o t e n t i a l e x p o r t e r s . 
J o u r n a l of M a r k e t i n g . 56, 1; 1992, J a r ; > 8 4 - 9 6 , 
The a u t h o r s d e v e l o p and a p p l y a p r o b a b i l i s t i c model 
d e s i g n e d t o i d e n t i f y c u r r e n t l y n o n e x p o r t i n g m a n u f a c t u r e s 
w i t h a I r e l a t i v e l y h i g h p o t e n t i a l f o r f u t u r e e x p o r t s . The 
p r o p o s e d model i n c l u d e a new p r e d i c t i v e c o n s t r u c t (market 
e x p e n s i o n a b i l i t y ) , which i n c o r p o r a t e s t h e t i m e d i m e n s i o n 
of f i r m b e h a v i o r , i n a d d i t i o n t o more f a m i l i a r a t t i t u d i n a l 
I w U 
c o n s t r u c t s such as perce ived b a r r i e r s t o e x p o r t i n g . The 
model i s demonstrated with a sample of 34 5 nonexport ing 
manufac turers . Seve ra l e v a l u a t i v e t e s t s , inc lud ing a t e s t 
of p r e d i c t i v e v a l i d i t y with a sartpie of 43 c u r r e n t 
e x p o r t e r s , p rovide ev idence of the model ' s a b i l i t y t o 
i d e n t i f y nonexport ing manufacturers with export 
p o t e n t i a l . 
-, 3XP0RT, EI^RGING TRENDS 
55. i>i».iOO (3C) . Emerging t r e n d s in I n d i a ' s expor t markets . In 
Sahoo (SC) and Sinha (PK), Ed, Emerging t r e n d s i n Ind ian 
marke t ing . Delh i , Academic Foundation, 199l#p,83-104. 
Ind ia w i l l have t o handle the export sec to r c a r e -
f u l l y as the g l o b a l t r a d e p a t t e r n s are changing qu ick ly . 
The economy has t o be f a i r l y f l e x i b l e and respons ive to 
s i g n a l s . In o rder t o enable i t t o reap the bene f i t from 
e x p o r t - o r i e n t e d s t r a t e g y , A change in emphasis from 
t r a d i t i o n a l t o n o n - t r a d i t i o n a l goods and from e x p o r t s 
of goods in genera l t o expor t of s e r v i c e s wherever 
p o s s i b l e i s c a l l e d f o r , Ind ia wi l l do b e t t e r t o adopt 
a s e l e c t i v e approach t o expor t s r a t h e r than d i s s i p a t e 
e n e r g i e s on a l a r g e nuiitoer of i t ems . 
1^ \1 
- , EXPORTERS, INDIAN IRADE FAIRS 
56, 3HARMA (NK) and JAiN (PK) . I n t e r n a t i o n a l t r a d e f a i r s and 
I n d i a n e x p o r t e r s : Case s t u d y of i n d u s t r i a l t r a d e f a i r s . 
I n d i a n J o u r n a l of M a r k e t i n g . 16, 1; 1995, Sep; 9 - 1 3 . 
I n d i a n e x p o r t e r s have r e a l i s e d t h e s i g n i f i c a n c e 
of i n t e r n a t i o n a l t r a d e f a i r s and now t h e y a r e p a r t i c i p a -
t i n g i n t h e f a i r s w i t h u n d i m i n i s h i n g z e a l w i t h a s c i e n -
t i f i c method of p e r s u a s i v e commun ica t i on . 
- / EXPORTS, PROBLEMS 
57. DHOL^ VKIA (Rav indra H) and PERU (Muthu) . D e t e r m i n i n g 
s p e c i f i c l a g s i n t h e I n d i a n e x p o r t si:5)ply f u n c t i o n . 
F o r e i g n T r a d e Review, 29, 1; 1994, Apr - J u n e ; 3 9 - 4 9 . 
T h i s p a p e r c o n s i d e r a p a r t i a l a d j u s t m e n t model o f 
t h e e x p o r t s u p p l y f u n c t i o n i n t h e I n d i a n economy art t h e 
a g g r e g a t e l e v e l , A minimum of one month and a maximum 
o f 12 months i s c o n s i d e r e d a s t h e p l a u s i b l e r a n g e of 
t h e l e n g t h of s p e c i f i c l a g s i n e x p o r t s u p p l y i n I n d i a 
w i t h r e s p e c t t o b o t h t h e i n d e p e n d e n t v a r i a b l e s , v i z , 
d o m e s t i c p r o d u c t i o n and r e a l e f f e c t i v e exchange r a t e . 
1^2 
- , -, -, BARRIERS 
58. LEONIDOU (Leonidos C) . Export b a r r i e r s : Non-expor te r s ' 
p e r c e p t i o n s . I n t e r n a t i o n a l Marketing Review. 12, 1; 1995, 
J a n ; 4 -25 . 
The g l o b a l i z a t i o n of the b u s i n e s s environment has 
been one of t h e most s i g n i f i c a n t development of t he p o s t -
war e r a , r e s u l t i n g in many oppo r tun i t y which a re v i t a l 
not only for the economic development and independence 
of most n a t i o n s t a t e s , bu t a l s o for t h e growth P r o f i t a -
b i l i t y and even s u r v i v a l of most b u s i n e s s f i rms today . 
The most common mode of b u s i n e s s involvement in the 
i n t e r n a t i o n a l market p lace i s expor t ing because i t 
i n v o l v e s minimum b u s i n e s s r i s k , r e q u i r e s low commitment 
of r esource and o f f e r s high f l e x i b i l i t y of movements. 
- , FINANCIAL SERVICES 
59. RAO (Bhagawan) and SAKRIYA (D), Note on market ing of 
f i n a n c i a l s e r v i c e s . Indian Jou rna l of Market ing. 23, 7 -8 ; 
1994, July-Atig; 30 -31 . 
Our count ry has enormous scope for marketing of 
f i n a n c i a l s e r v i c e s in rxoral markets, owing t o t h e c a p i t a l 
s t a r ved n a t u r e and t h e s i z e of t h e s i i ) con t inen t . As 
both t h e s e are not corrpat ib le , netv;ork p r i n c i p l e s p a r t i -
c u l a r l y two b e s t known ones v i z . programme, e v a l u a t i o n 
ld.i 
and r e v i e w t e c h n i q u e and c r i t i c a l p a t h method have t o be 
made a p p l i c a b l e i n t h e c o n t e x t of s e v e r a l RFIS engaged 
i n t h e f i n a n c i a l s e r v i c e s need t o b e c o o r d i n a t e d a s p a r t 
o f an e f f e c t i v e m a r k e t i n g s t r a t e g y . 
-, FOREIGN TRADE, 1949-71 
6 0 . SHAH (Narot tam) . I n d i a ' s f o r e i g n t r a d e : 1 9 4 9 - 1 9 7 1 . ^D 
D a g l i ( V a d i l a l ) , Ed. I n d i a ' s f o r e i g n t r a d e . Bombay, Vora, 
1973 ,0 .1 -15 . 
No h o n e s t r e v i e w of I n d i a ' s f o r e i g n t r a d e can be 
C o n n i e t e w i t h o u t a r e f e r e n c e t o t h e t r a f f i c k i n g i n impor t 
l i c e n c e s and e n t i t l e m e n t s which h a s b e e n a v e r y vcfly 
f e a t u r e o f oxir economic l i f e . I t h a s b e e n one of t h e 
main c o n t r i b u t o r s t o t h e phenomenon of b l a c k money, 
d i s h o n e s t b u s i n e s s p r a c t i c e s and c o r r u p t i o n . I t h a s a l s o 
l e d t o an e x p a n s i o n of U - s e c t o r and widen ing of i n e q u a l i t y 
o f i ncomes . 
- , FRANCHISING, SUOCESS 
6 1 . SHIRALI ( A r e s h ) . R e p l i c a t i n g s u c c e s s . A d v e r t i s i n g and 
M a r k e t i n g . 7, 5; 1995, J u n e ; 4 6 - 5 3 . 
F r a n c h i s i n g w i l l soon make f o r r o a r i n g b u s i n e s s 
i n I n d i a . M a r k e t e r s c o n s i d e r e d i t s a f a b u l o u s m a r k e t i n g 
f o r m a t . The f r a n c h i e s t o I n d i a i s e s p e c i a l l y a t t r a c t i v e 
U^t 
t o f o r e i g n b r a n d e n t r a n t s . For one , t h e inarT<et o p p o r t u n i -
t i e s a r e h u g e . 
- , FRBEDOM, EROPESSIONALS 
)2. AGRAVjAL (ML) . Coping w i t h marke t f r eedom: E l e v a t e d and 
i n n o v a t i v e p r o f e s s i o n a l s h o l d t h e k e y . I n d i a n Management. 
32, 1; 1993, J a n ; 2 8 - 3 2 . 
The e l e v a t e d and i n n o v a t i a l p r o f e s s i o n a l s no t o n l y 
s t r e n g t h e n market mechanism b u t a l s o j u x t a p o s e , i t w i th 
human p u r p o s e , g o a l and a m b i t i o n s . The c o l l e c t i v e i n g e n u i t y 
e n t r e p r e n e u r ism and r e s p o n s i v e n e s s of p r o f e s s i o n a l s w i l l , 
a l s o p r e v e n t our marke t mechanism t o run o u t of c o n t r o l . 
Marke t f r eedom w i l l f o r c e p r o f e s s i o n a l s t o u s e t h e i r 
c r e a t i v i t y i n d i v i s i n g , p r o d u c i n g and d e l i v e r i n g needed 
g o o d s and s e r v i c e s i n open and in fo rmed m a r k e t s any when 
i n t h e w o r l d , 
- , FURNITURE, PLASTIC, MOULEED 
6 3 . RAI (Mona). Mould f o r a l l s e a s o n s . A d v e r t i s i n g and 
M a r k e t i n g . 7 , 8; 199 5, J u l y ; 6 6 . 
i'k)6ern c r e a t e d t h e market for moulded p l a s t i c 
f u r n i t u r e . Though t h e p r o d u c t b e n e f i t a r e s t r o n g , l a c k 
of b r a n d d i f f e r e n t i a t i o n h a s harmed I t s o n e - t i m e dominance . 
1 ^ , ) 
The idea i s t o use d i s t r i b u t i o n synergy t o emerge as a 
broad p o r t f o l i o marketer of f u r n i t u r e made of non-
conven t iona l m a t e r i a l s . 
- , - , DIMENSIONS 
54. PARVATIYAR ( A t u l ) . Dimensions of f u t u r e marketing i n 
I n d i a . ^ Sahoo (SC) and Sinha (PK)^ Ed, Emerging t r e n d s 
in Indian market ing. De lh i , Academic Foundation, 1991# P. 
17-28. 
Author has made an a t t e n p t t o h i g h l i g h t t h e 
r e c e n t development i n Indian market ing . He has i d e n t i f i e d 
impact 
t h e d i r e c t i o n s t h a t a re l i k e l y t o have p o s i t i v e / o n marke-
t i n g p lanning and p r a c t i c e s . Marketing w i l l be more 
S o c i a l l y r e s p o n s i b l e , l e g a l l y c o n s t r a i n e d and v a l u e -
o r i e n t e d in the decades to come. Marketing of non-
t r a d i t i o n a l i tems l i k e h e a l t h ca r e , a r t s , f i n a n c i a l 
schemes, i n su rance , u n i v e r s i t i e s and t h e i r c o u r s e s 
p r o f e s s i o n s e t c . 
- , GAME, PLAN, 1990s 
55. VYAS (Pa r ima i ) . I n d i a ' s marketing game - p l an for t h e 
1 9 9 0 ' s . Ind ian Jou rna l of Market ing. 24, 1; 199 5, J an ; 
19-22. 
I n d i a ' s marketing game-plan for the 1990's c a l l s 
1^0 
f o r accep t ing f ive major marketing stEiategies^ - q u a l i t y , ' 
i n n o v a t i o n s , p r o d u c t i v i t y , wider market r each and g l o b a l -
i s a t i o n . A quick survey of many Ind ian companies i n d i c a t e s 
t h a t in one or the o ther way ma^ ^Yof them hand b l i n d spo t s 
or weak l i n k s and the sooner they r ecogn i se t h i s , t h e 
b e t t e r for them and us . We need to l e a r n new s k i l l s , 
t a c t i c s , i n o rde r t o make optimum xise of b r a i n to force 
what may happen t o us in near fut i j re b u t one t h i n g s i s 
c l e a r t h a t marketing a c t i v i t i e s w i l l c e r t a i n l y becomes 
i n c r e a s i n g l y informat ion based e x i s t i n g and f u l l of 
c h a l l e n g e s , demanding shrewdness, s e l f - d i s c i p l i n e and 
supe r io r performance from Indian companies in near 
f u t u r e . 
- , GLOBAL, STANDARDIZATION, in f luence on PERFORMANCE 
66. SAMIEE (Saeed) and ROTH (Kendal l ) . I n f l uence of g loba l 
marketing s t a n d a r d i z a t i o n on performance. Jou rna l of 
Market ing. 56, 2? 1992, Apr; 1-17. 
The au tho r s address a key con t rove r sy i n t h e market-
ing l i t e r a t u r e about the s u i t a b i l i t y of g loba l s t anda rd ize -
t i o n . An empi r i ca l i n v e s t i g a t i o n of the d i f f e r e n c e between 
f i rms t h a t errphasize g loba l s t a n d a r d i z a t i o n and o t h e r s 
t h a t use l e s s s t a n d a r d i z a t i o n was conducted wi th in t h e 
g l o b a l i n d u s t r y c o n t e x t . Ihe r e s u l t s i n d i c a t e t h a t 
1 ^ / 
market coverage and c a p a c i t y u t i l i z a t i o n a r e i i tpor tan t 
c o n s i d e r a t i o n for f i rms enphas iz ing g loba l s t a n d a r d i z a t i o n . 
Eirphasis on s p e c i a l l y p r o d u c t s and t h e development of 
h igh p r i c e d p roduc t s for raarT<et n iches a r e a l s o some 
irtpotance t o t h e s e f i r m s . However, i n t h e c r i t i c a l area 
of performance, no d i f f e r ence i s observed between f i rms 
g l o b a l s t a n d a r d i z a t i o n and o t h e r s , 
- , GOODS, INDIAN j j i BRITAIN 
67. BALAKRISHNAN (Pa ran ) . Indian bazar on t h e c o n t i n e n t . 
Bus iness World. 1995; May, 3-16; 68-69. 
A c l u t c h of Indian b rands i s beginning to make 
i t s p resence f e l t i n t h e B r i t i s h market p l a c e Who says 
Indian p roduc t s a re not good enough for the world? 
Undeterred by a g loba l r e c e s s i o n and b i t t e r brand 
wars, Ind ian f i rms are moving out of t h e sxjb-continent 
t o s e l l t h e i r wares i n t h e most c o n p e t i t i v e markets . 
- , - , PRICES, VARIATIONS 
68 . GREINAL (Dhruv) and MARMORSTEIN (Howard). Market p r i c e 
v a r i a t i o n , pe rce ived p r i c e v a r i a t i o n and consumers ' p r i c e 
sea rch d e c i s i o n s for du rab l e goods. Jou rna l of Consumer 
Research. 21, 3; 1994, Dec; 4 53-60. 
Th i s a r t i c l e proposes and t e s t s two p o s s i b l e 
u 
e x p l a n a t i o n s for why consumers' w i l l i n g n e s s t o engage in 
p r i c e search does no t i n c r e a s e concomitant ly with t h e 
p r i c e v a r i a t i o n of di i rable goods. The f i r s t p o t e n t i a l 
exp l ana t i on t h a t consumer sirrply underes t imate t h e marT<et 
p r i c e v a r i a t i o n was n o t suppor ted. The second p o s s i b l e 
e x p l a n a t i o n which b u i l d \:?)on Vfeber' s law of psychophysics 
and T h a l e r ' s t r a n s a c t i o n u t i l i t y theory was suppor ted. The 
da t a i n d i c a t e t h a t t h e psycho log ica l u t i l i t y t h a t a 
consumer d e r i v e s from saving a f ixed amount of money i s 
i n v e r s e l y r e l a t e d t o t h e p r i c e of the i tem. 
- , HORIZONS 
69. MOOKERJI (Khakan). Towards new h o r i z o n s in market ing. In 
Sahoo (SC) and Sinha (PK), Ed. Emerging t r e n d s i n Indian 
market ing . Delhi , Academic Poimdation, 199 1 |R43-52. 
In t h i s paper author has d i scussed i n d e t a i l t h e 
major marketing t r e n d and i m p l i c a t i o n s and has suggested 
t h e key i s s u e and t a s k s for marketing dur ing t h e 1990s. 
He has touched upon the macro t r e n d s such as the a t t i t u -
d ina l changes, demographics, psychographics and communi-
c a t i o n and v i s u a l i z e s a movement from mass marketing t o 
segmented marketing t o n iche marketing t o one - to -one 
marke t ing . 
l ^ J 
- , IMPORTS, DEVELOPING COUNORY 
7 0 . GRIPSRUD (Gei r ) and BENITO ( G a b r i e l RG), P ro i t o t i ng i m p o r t s 
f rom d e v e l o p i n g c o u n t r i e s : A m a r k e t i n g p e r s p e c t i v e . J o u r n a l 
of B u s i n e s s R e s e a r c h . 3 2, 2; 199 5, F e b ; 1 4 1 - 4 8 . 
Expanding e x p o r t s from d e v e l o p i n g c o i i n t r i e s may b e 
i n s t r u m e n t a l i n a c h i e v i n g economic g rowth i n such c o u n t r i e s . 
S e v e r a l d e v e l o p e d c o u n t r i e s have e s t a b l i s h e d i m p o r t . 
P romot ion o f f i c e s i n o r d e r to i n c r e a s e i m p o r t s from 
d e v e l o p i n g c o x j n t r i e s . I n t h i s a r t i c l e e x p o r t i s a n a l y z e d 
a s an Exchange r e l a t i o n s h i p be tween e x p o r t e r s and i m p o r t e r s 
and t h e p o t e n t i a l p a y - o f f of i m p o r t a n t p r o m o t i o n i s 
u n d e r l i n e , 
- , INCENTIVES, DEALERS, TOUR 
7 1 . DE (Mainak) and ARORA ( R u p a l i ) . D e a l e r s h a v e a new t o u r of 
d u t y . B u s i n e s s Today . 1991, Axjg; 26 J u l y - 8 Aug; 134 -5 , 
More and more c o n p a n i e s a r e t a k i n g t h e i n c e n t i v e 
t o u r s r o u t e t o r e w a r d d e a l e r s f o r mee t ing t a r g e t , M^st 
l a r g e c o n p a n i e s t o d a y a r e f o r k i n g o u t huge sums f o r f o r e i g n 
j a u n t s . P h i l i p s , B P L , V o l t a s , Videocon, ViP i n d u s t r i e s , 
Konica , K h a i t a n f a n and even cement companies l i k e ACC 
a r e o f f e r i n g f r e q u e n t t o u r i n c e n t i v e t o t h e i r d e a l e r s . 
l o i j 
- , INDUSTRIES 
72 . CHISNALL (Peter M) . I n d u s t r i a l market ing . In Baker 
(Michael) . Marketing book, London, I n s t i t u t e of Marke-
t i n g , 1987rP,343-54. 
I n d u s t r i a l i te rket ing has tended t o be neg lec ted 
for s eve ra l r e a s o n s among them, perhaps the arrogance 
of some t e c h n i c a l management who b e l i e v e t h a t customers 
should buy what they make. This myopic p e r c e p t i o n of 
t h e market i s by no means confined t o i n d u s t r i a l p roduc t s 
and s e r v i c e s , a l though i t i s c e r t a i n l y f a r l e s s p reva len t 
today i n consumer markets which a r e o f t e n exper ienc ing 
zero r e a l growth. 
- , - , AlC Ltd, PRODUCTION, UP 
73 . BHARGAVA ( J y o t i ) . U. P. S t a t e A g r o - I n d u s t r i a l Corpora t ion 
Ltd . Product ion and marketing a s p e c t s . Ind ian Jot i rnal of 
Pub l ic E n t e r p r i s e . 9, 16; 1994, Jxane; 130-40. 
Product ion and marketing of goods and s e r v i c e s a r e 
the most impor tant f u n c t i o n s of any i n d u s t r i a l e n t e r p r i s e . 
Product ion i s the t r ans fo rma t ion of inpu t i n t o goods (or 
s e r v i c e ) . In t h i s p roces s , f a c t o r s such as t h e management, 
manpower m a t e r i a l s , c a p i t a l s and in fo rmat ion e t c . Play a 
v i t a l r o l e . I'^arketing a l so an important func t ion i s a 
p r o c e s s through which t r a n s f e r o f ownership i s e f f e c t e d . 
Id i 
M a r k e t i n g i n c l u d e s a c t i v i t i e s l i k e marke t r e s e a r c h , 
a d v e r t i s i n g , s a l e s p r o m o t i o n and d i s t r i b u t i o n of goods 
( o r s e r v i c e s ) p r o d u c e d by an e n t e r p r i s e , 
- , - , CHANNELS, DISTRIBUTION 
4 , BOYLE ( B r e t t A) and DWi^ ER (F R o b e r t ) . Power, b u r e a u c r a c y 
i n f l u e n c e and p e r f o r m a n c e : T h e i r r e l a t i o n s h i p i n i n d u s t r i a l 
d i s t r i b u t i o n c h a n n e l s . J o u r n a l o f B u s i n e s s R e s e a r c h . 3 2, 3 ; 
199 5, Mar; 189 -200 . 
T h i s i n d i c a t e s t h a t b u r e a u c r a t i c d i m e n s i o n s of 
c h a n n e l s s t ruc txa re have e f f e c t s on dynamic and d a i l y 
a c t i v i t i e s be tween b o u n d r y p e r s o n n e l a t l e a s t one o r two. 
d i m e n s i o n s of b i o r e a u c r a t i c s t r u c t x i r e were a s s o c i a t e d 
w i t h s i x i n f l u e n c e s t r a t e g i e s . 
- , - , CONSTRUCTION, LABOUR, UNIONS, EFFECTS 
' 5 , BHAGAT (NC) and AJAY SINGH. T r a d e u n i o n s and t h e i r impact 
on c o n s t r u c t i o n i n d u s t r y . J o u r n a l of C o n s t r u c t i o n of 
Management. 10, 2; 1995, J u l y ; 127-3 2 . 
T r a d e u n i o n s have a lways been l o o k e d upon a s a 
h u n d e r a n c e i n t h e p r o s p e r i t y o f t h e i n d u s t r y . B u t t h e 
f a c t r e m a i n s t h a t i f t h e u n i o n s a r e h a n d l e d and moulded 
t o do c o n s t r u c t i v e work t h e i n d u s t r y i s bound t h e p r o g r e s s 
and p r o s p e r . I n o r d e r t o a v o i d and min imize t h e d l s s a t i s -
dJ 
f a c t i o n arrongst t h e workers and t h e i r t r a d e union s e t t i n g 
t e rms and c o n d i t i o n fo r engagement re t renchment and 
f a c i l i t i e s / a m e n i t i e s to be provided by t h e o r g a n i z a t i o n 
should be very c l e a r . The c l a r i t y i f i t e x i s t s in t h e 
terms of engagement would he lp i n avoiding unnecessary 
i n t e r f e r e n c e of t r a d e unions and l i t i g a t i o n s with workers . 
P o i n t s needing c o n s i d e r a t i o n to be t aken as c o n d i t i o n s . 
Market and other s o c i a l amen i t i e s , medical f a c i l i t i e s , 
r e s i d e n t i a l f a c i l i t i e s . 
-f - , CONSUMER, JOB S^\TISFACTI0N 
76. DHAR (Upinder) . Locus of c o n t r o l as a de terminant of job 
s a t i s f a c t i o n in i n d u s t r i a l and consumer markets . Ind ian 
Jpvirnal of Pub l i c B n t e r p r i s e . 9, 16; 1994, June? 56-72. 
The r e s u l t s of the study can be of tremendous use 
t o marketing and s a l e s managers. Since i t has been found 
t h a t i n d u s t r i a l and consiamer marketing personnel d i f f e r 
from each o the r i n the r e l a t i o n s h i p between l o c u s of 
c o n t r o l and job s a t i s f a c t i o n those d i f f e r e n c e should 
r e s u l t in unique s t r a t e g i c approaches u t i l i z e d by t h e 
marketing manager dependent upon the s p e c i f i c c l a s s i -
f i c a t i o n ( e . g . i n d u s t r i a l and consumer) of t h e market 
p l a c e . The marketing manager must unders tand t h e f i r m ' s 
su r roundings , as c l e a r l y as p o s s i b l e t o maximize 
o p p o r t u n i t i e s and minimize d e f i c i e n c i e s . 
1 6 . ] 
- , - , CUSTOVBR^, PERS0^7AL SELLING 
7 7 . DHAR (Upinder) and GOEL ( S u n i t ) . P e r s o n a l s e l l i n g t o 
i n d u s t r i a l c u s t o m e r s . Sou th A s i a n J o u r n a l of Management. 
1, 2; 1994, Apr - J u n e ; 6 6 - 8 . 
I n d u s t r i a l and consumer p r o d u c t s a r e d i s t i n g u i s h e d 
on t h e b a s i s of t h e u l t i m a t e u s e f o r which t h e p r o d u c t i s 
i n t e n d e d i n i t s p r e s e n t form. The m a r k e t i n g c o n c e p t h o l d s 
t h a t t h e key t a s k of t h e o r g a n i z a t i o n i s t o d e f i n e t h e 
n e e d s of a t a r g e t marke t and adop t t h e o r g a n i s a t i o n ' s 
p r o d u c t or s e r v i c e s t o s a t i s f y t h e s e n e e d s more e f f e c t i v e l y 
t h a n i t s c o m p e t i t o r s . L i k e consumer goods m a r k e t i n g a l l 
t h e fou r e l e m e n t s o f m a r k e t i n g communica t ion o r p r o m o t -
i o n a l mix, namely a d v e r t i s i n g , p e r s o n a l s e l l i n g , s a l e s 
p r o m o t i o n and p u b l i c i t y a r e a l s o i m p o r t a n t i n i n d u s t r i a l 
g o o d s m a r k e t i n g t hough t h e o r d e r of t h e i r use v a r i e s . 
- , - , DEVELOPMENT, GUJARAT, MEHSANA^CASE STUDY 
7 8 . SIDHU (Hina) . I n d u s t r i a l development i n t h e backward 
r e g i o n : A case s t u d y o f '-fehsana d i s t r i c t i n G u j a r a t . 
J o u r n a l of R u r a l Deve lopment . 14, 1; 199 5, Jan-i-^ar; 1-12. 
The p u r p o s e o f s e t t i n g up of i n d u s t r i a l e s t a t e i n 
d i f f e r e n t t a l u k s of Mehsana was t o g e n e r a t e employment 
o p p o r t u n i t i e s f o r t h e l o c a l p o p u l a t i o n p a r t i c u l a r l y i n ^ 
r u r a l a r e a s . The g rowth r a t e s r e c o r d e d by SSI s e c t o r i n 
Mehsana were h i g h e r t h a n t h e s t a t e a s we l l a s n a t i o n a l 
u 
a v e r a g e s . The nonwerk ing p o p u l a t i o n d e c l i n e d f rom 64% 
of t h e p o p u l a t i o n 1981 t o 57% i n 1 9 9 1 . The s tudy c o n c l u d e s 
t h a t t h e emergir^g s c e n a r i o from t h e l i b e r a l i s a t i o n o f 
i n d u s t r i a l s e c t o r and t h e e n t r y of m u l t i n a t i o n a l i n t h e 
c o u n t r y ^^jould make t h e market more c o n p e t i t i v e and r e d u c e 
p r o f i t m a r g i n s p a r t i c u l a r l y of t h e SSI u n i t s , 
-,-., ELECTRONIC 
79 . SHARii/\ (Giirc?j) . Now h e r e b u t up . A d v e r t i s i n g and Marke t i ng , 
1, 8 ; 199 5, J u l y ; 8 5. 
The I n d i a n e l e c t r o n i c i n d u s t r y h a s looked up (and 
even t h e (IBM) i s r e p o r t i n g b e t t e r r e s u l t s ) and t h e 
f u t u r e l o o k s good, p a r t i c u l a r l y f o r t h e e n t e r t a i n m e n t 
e l e c t r o n i c i n d u s t r y . I n f a c t t h i s i n d u s t r y i s par :s ing 
r i g h t novj. 
- , - , GOODS, PRODUCT, D I F P S R E K T I A T I O N 
8 0 . SASIII (CM) and STE^N ( L o u i s W) , P r o d u c t d i f f e r e n t i a t i o n 
and marke t pe r fo rmance i n p r o d u c e r g o o d s i n d u s t r i e s . 
J o u r n a l pf B u s i n e s s R e s e a r c h . 33 , 2; 197 5, J u n e ; 115 -27 . 
D e s p i t e e a r l y r e c o g n i t i o n of t h e i m p o r t a n c e of 
p r o d u c t d i f f e r e n t i n - t i o n i n m a r k e t i n g , o n l y i n r e c e n t 
y e a r s h a s a t t e n t i o n been d e v o t e d by m a r k e t e r s t o i t s 
s t u d y . Th i s s tudy e x a m i n e s t h e r e l a t i o n s h i p be tween 
I J O 
d i s t r i b u t i o n product d i f f e r e n t i a t i o n and i n d u s t r y p r o f i -
t a b i l i t y in the case of producer goods . I t develops and 
t e s t s severa l p r o p o s i t i o n s . 
-,-, HIIOUSTAN LSVER, LIQUID, SOAP 
8 1 , DES/il (Pan>caj) . Enter t he m u l t i n a t i o n a l s : Marketers expect 
t h e l i q u i d soap market t o t ake off and Hindustan Lever has 
moved in a l r e a d y . Bus iness I n d i a . 1993, Augj 16-19; 92. 
A soap i n o ther than cake form i s no longer a soap 
but t r ans form i t o r d i n a r y se l f i n t o a 'Pe r sona l wash p roduc t ' 
t h a t at l e a s t i s what t h e soap s e l l i n g s p e c i a l i s t s of 
HL L td . would have be b e l i e v e . The problem as of now i s 
t h a t t h e Indian consumer has never r e a l l y taken t o l i q u i d 
Soap when Fem, a l i q u i d soap from Ivory cosmet ics was 
in t roduced in t h e premium segment i n 1986. I t did not 
make too match of a dent i n t h e market . 
- , - , LKENSING 
82 . LUCAS (Robert EB). L i b e r a l i z a t i o n of Ind ian t r a d e and 
i n d u s t r i a l l i c e n s i n g : A d i saggrega ted econometr ic model 
with s i m u l a t i o n s . J o u r n a l of Development Economic. 1989, 
J u l y 3 1 ; 141-75. 
A simultaneous modej. of production^, labour demand, 
c a p i t a l formation, i n t e r n a t i o n a l t r a d e and p r i c e determin-
a t i o n with i n t e r s e c t o r a l l i nkage , i s spec i f i ed for I n d i a ' s 
I d o 
o r g a n i z e d m a n u f a c t u r i n g s e c t o r , d i s a g g r e g a t e d i n t o 37 
t i m e 
i n d u s t r i e s . T h i s rrodel e s t i m a t e d f rom a n n u a l / s e r i e s d a t a 
s p a n n i n g 19 59-60 t h r o u g h 1979-80 and compar ing 408 
e q u a t i o n s and i d e n t i t i e s , f i t s w e l l i n a dynamic e x - p o s t 
s i m u l a t i o n . I n c o u n t e r f a c t u a l s i m u l a t i o n s , i t i s f o u n d 
t h a t t r a d e l i b e r a l i z a t i o n a l o n e , i n t h e s e n s e of r e l a t i v e 
p r i c e r e s t r u c t u r i n g t o t r a c k wor ld p r i c e s , might a c t u a l l y 
have b e e n s l i g h t l y harmful t o o r g a n i z e d m a n u f a c t u r i n g 
p r o d u c t i o n . 
- , - , HRODUCTS, COMPETITION 
8 3 . CHEVALIER ( J u d i t h A ) . C a p i t a l s t r u c t i i c e and p r o d u c t 
marke t c o m p e t i t i o n : E t t p i r i c a l e v i d e n c e f rom t h e super 
marke t i n d u s t r y . American Economic Review. 8 5, 3 ; 1995, 
J u n e ; 4 1 5 - 5. 
T h i s p a p e r e s t a b l i s h an e m p i r i c a l l i n k b e t w e e n 
f i r m c a p i t a l s t r u c t u r e and prodxKrt marke t c o m p e t i t i o n 
u s i n g d a t a from l o c a l super market c o m p e t i t i o n . F i r s t 
an e v e n t s t u d y a n a l y s i s of supe rmark of l e v e r a g e d b u y o u t s 
( L B O ' S ) s u g g e s t s t h a t an LBO announcement i n c r e a s e t h e 
market v a l u e of t h e LBO c h a i n ' s l o c a l r i v a l s . Second, 
show t h t super marke t c h a i n were more l i k e l y t o e n t e r 
and expand i n a l o c a l marke t i f a l a r g e s h a r e of t h e 
incuntoent f i r m i n t h e l o c a l market u n d e r t o o k LBO' s . 
16/ 
- , - , PURCHASES, ERICIN3 GUARANTEED 
84 
• LEVY (David T ) . G u a r a n t e e d p r i c i n g i n i n d u s t r i a l p u r c h a s e s : 
Making use of m a r k e t s i n c o n t r a c t u a l r e l a t i o n s . I n d u s t r i a l 
M a r k e t i n g Management. 22, 4 ; 1994, O c t ; 3 0 7 - 1 3 . 
Two t y p e s of p r i c e g u a r a n t e e s a r e c o n s i d e r e d ( l ) 
mee t ing c o m p e t i t i o n c l a u s e s , where f i r m s meet t h e l o w e s t 
p r i c e o f f e r e d by r i v a l s and (2) most f a v o r e d cus tomer 
d t a u g e s , where f i r m s meet t h e l o w e s t p r i c e r e c e i v e d by 
any of i t s b u y e r s . 
- / - ' r e l a t e d t o CONSUMERS 
35 . RAICHAUDHARI (Anjan) . B u i l d i n g r e l a t i o n s h i p : I n d u s t r i a l 
m a r k e t i n g h a s t o s h i f t f rom t r a n s a c t i o n m a r k e t i n g t o 
r e l a t i o n s h i p m a r k e t i n g - l o n g t e r m win-win r e l a t i o n s h i p 
w i t h c u s t o m e r s and s u p p l i e r s . A d v e r t i s i n g and M a r k e t i n g . 
6, 12; 1994, Sep, 30 ; 2 9 - 3 1 . 
B u y e r s and s e l l e r s were a d v e r s a r i e s o u t t o g e t 
e a c h o t h e r . Thus b u y e r s ( i ) o b t a i n e d o f f e r s from many 
s u p p l i e r s , ( i i ) c o n p a r e d d i f f e r e n t o f f e r s on t e c h n i c a l 
and f i n a n c i a l a s p e c t s , ( i i i ) R e - n e g a t i a t e d w i t h some t o 
g e t b e t t e r d e a l s , ( i i i ) p l a c e d an ot^eT w i t h t h e s u p p l i e r 
who p r o v i d e t h e b e s t d e a l . I n over f o u r and a h a l f 
d e c a d e s of o p e r a t i n g i n an i n s u l a t e d marke t , s h e l t e r e d 
f rom c o n p e t i t i v e p r e s s u r e s , we e v o l v e d a b u y e r - s e l l e r 
I J S 
r e l a t i o n s h i p c h a r a c t e r i s e d by ( i ) p r i c e b e i n g t h e major 
pvarchase c r i t e r i o n , ( i i ) s e e i n g b u y e r s and s e l l e r s i n 
w i n - l o s e b a t t l e s o v e r each t r a n s a c t i o n , ( i i i ) f o c u s i n g 
on s h o r t t e r m g a i n r a t h e r t h a n l o n g t e r r a v a l u e t o t h e 
b u y e r . 
- , - , RELATIONS, PUBLIC SECTOR 
8 6 . ROY (Arun Kumar) and CHAKRABORTY (PK) . Recent t r e n d s i n 
i n d u s t r i a l r e l a t i o n s i n t h e p u b l i c s e c t o r . I n d i a n J o u r n a l 
of P i i b l i c E n t e r p r i s e . 9, 17; 1994, Dece ; 5 5 - 8 . 
Management and worke r s a r e e q u a l l y r e s p o n s i b l e f o r 
t h e i n d u s t r i a l u n r e s t i n t h e p u b l i c s e c t o r . Vforkers i n 
p u b l i c s e c t o r u n d e r t a k i n g a v o i d t a k i n g d i r e c t a c t i o n . I t 
s t ems from t h e p h i l o s o p h y t h a t a p e r s o n i n a m a n a g e r i a l 
g r a d e i n a p u b l i c s e c t o r i s mere ly an employee l i k e a 
worke r . So he i s n o t empowered t o f o r w a r d a f i n a l v iew 
o t h e r t h a n a d v a n c i n g some recommenda t ions and h o l l o w 
p r o m i s e s . 
- , - , SALES, PERSONNEL, PERFORMANCE 
8 7 . HISE (R icha rd T) and REID (Edward L ) . I n p r o v i n g t h e p e r f o r -
mance of t h e i n d u s t r i a l s a l e s f o r c e i n t h e 1990s , I n d u s t r i a l 
M a r k e t i n g Management. 23, 4 ; 1994, Oc t ; 273 -79 , 
M a n u f a c t u r e r s of i n d u s t r i a l p r d d u c t s a r e f a c i n g 
1 ' i i O . j 
e s c a l a t i n g s a l e s c o s t s and d e c l i n i n g s a l e s fo rce produc-
t i v i t y . F o r t u n a t e l y t h e r e are means a v a i l a b l e t o e f f e c -
t i v e l y cope with t h e s e problems. These i nc lude account 
management, l e a d g e n e r a t i o n e f f o r t s , computer a s s i s t e d 
s a l e programs, te lemar 'ket ing and system c o n t r a c t s . This 
a r t i c l e p rov ide examples of companies t h a t have successful 
programs and i d e n t i f i e s b e n e f i t s , c o n d i t i o n s requ i red 
for p u t t i n g them i n t o o p e r a t i o n and implementation s t r a -
t e g i e s . 
- , - , SALES, PERSONNEL, SELECTION and TRAINING 
8 8 , RAiGHAUDHARi (Anjan). Harnessing t h e s a l e s f o r c e : One 
common problem i n d u s t r i a l product companies face i s 
s e l e c t i n g t h e r i g h t t r a i n i n g programme for i t s s a l e s 
f o r c e . Adver t i s ing and Marketing. 6, 19; 1994, Oct; 
3 1 ; 31-2 . 
Three e s s e n t i a l s for performing any j ob , s a l e s 
or o the rwise s tandout s t r a i g h t away. These are having 
( i ) Th§ r i g h t Tcnowledge, ( i i ) t h e r i g h t s l ^ i U s ( i i i ) t h e 
r i g h t a t t i t u d e t r a i n i n g job i s to s t a f f t h e marlceting 
department with t h e r i g h t people , t r a i n t h e s a l e s f o r c e 
and s u p e r v i s e mot iva te t h e team t o achieve b e t t e r 
performance. 
It,J 
- , - , SEGMENTATION, CUSTOMERS 
8 9 . RAt«3AN (V K a s t u r i ) , MORIARTY (Rowland T) and SVJARIZ 
(Gordon S) . Segment ing c u s t o m e r s i n matxaxe i n d u s t r i a l 
m a r k e t s . J o u r n a l o f M a r k e t i n g . 56^ 4 ; 199 2, O c t ; 
7 2 - 8 2 . 
In mature i n d u s t r i a l m a r k e t s , s egment ing ; c u s t o m e r s 
o n s i z e , i n d u s t r y o r p r o d u c t b e n e f i t s a l o n e i s r a r e l y 
s u f f i c i e n t . Customer b e h a v i o r i n t e r m s of t r a d e o f f s 
b e t w e e n p r i c e and s e r v i c e i s an i n p o r t a n t a d d i t i o n a l 
c r i t e r i o n . The a u t h o r s o f f e r s a frawnework for such 
b u y i n g - b e h a v i o r o r i e n t e d m i c r o s e g m e n t a t i o n of i n d u s t r i a l 
c u s t o m e r s . They a p p l y t h e framework t o segment t h e 
n a t i o n a l a c c o u n t s o f a l a r g e i n d u s t r i a l company and 
show how t h e r e s u l t of a s e g m e n t a t i o n s t u d y c a n b e 
used t o r e d i r e c t t h e f i r m ' s r e s o u r c e s and cus tomer 
s e g m e n t s . 
- , - , SERVICE, BEHAVIOUR, SWITCHING 
9 0 . KEAVENEY (Susan M) . Customer s w i t c h i n g b e h a v i o r i n s e r v i c e 
i n d u s t r i e s : An e x p l o r a t o r y s t u d y . J o u r n a l of M a r k e t i n g . 
59, 2; 199 5, A p r ; 7 1 - 8 2 . 
Customer s w i t c h i n g b e h a v i o r damages marke t s h a r e 
and p r o f i t a b i l i t y of s e r v i c e f i r m s y e t h a s r ema ined 
v i r t a a l l y u n e x p l o r e d i n t h e m a r k e t i n g l i t e r a t u r e . The 
u 
a u t h o r r e p o r t r e s u l t s of a c r i t i c a l i n c i d e n t a l s t u d y 
c o n d u c t e d anxjng more t h a n 500 s e r v i c e c u s t o m e r s . The 
r e s e a r c h i d e n t i f i e s more t h a n 900 c r i t i c a l b e h a v i o r s 
of s e r v i c e s f i r m t h a t c a u s e d c u s t o m e r s t o s w i t c h s e r v i c e s . 
C u s t o m e r s r e a s o n f o r s w i t c h i n g s e r v i c e s were c l a s s i f i e d 
i n t o e i g h t g e n e r a l c a t e g o r i e s , 
-,'-, SMAEL, NSIC, ROLE 
9 1 . DAWAR (Ram), N S l G ' s r o l l i n mar lcet ing of smal l 
i n d u s t r i e s p r o d u c t s : Rev iew. I n d i a n J o u r n a l of M a r k e t i n g . 
16, 2 - 3 ; 199 5, Oct -Nov; 3 - 8 . 
The NSIC s h o u l d a s s i s t s m a l l u n i t s i n s u r v e y i n g of 
m a r k e t s and c o n d u c t i n g marke t r e s e a r c h and p r o v i d e them 
m a r k e t i n g i n t e l l i g e n c e i n I n d i a and a b r o a d . The S t a t e 
D i r e c t o r a t e s o f I n d u s t r i e s and t h e DiCs s h o u l d c a r e f u l l y 
c o n s i d e r t h e market p o t e n t i a l o f and g i v e c o n c r e t e 
m a r k e t i n g a d v i c e t o t h e new s m a l l u n i t s a t t h e t i m e 
of t h e i r r e g i s t r a t i o n and a u c t i o n them abou t t h e i n h e r e n t 
r i s k of e n t e r i n g i n t o a l i n e where t o o many u n i t s a r e 
a l r e a d y e x i s t i r c f and s t r u g g l i n g f o r s u r v i v a l . 
- , - , STRUCTURE, CORPORATE, COST OF CAPITAL 
9 2 . SUDARSANAM ( P u l i y u r S) . ^4arket and i n d u s t r y s t r u c t u r e and 
c o r p o r a t e c o s t of c a p i t a l . J o u r n a l of I n d u s t r i a l Economics . 
40 , 2? 199 2, J u n e ; 189-99 . 
The impact o f t h e s t r u c t u r a l a t t r i b u t e s on t h e 
1^ ^ 
c o s t of c a p i t a l t o c o n s t i t u e n t f i rm i s examined wi th in 
t h e framework of t h e c a p i t a l a s s e t p r i c i n g model (CAPM). 
The r e l a t i o n s h i p between i n d u s t r y s t r u c t u r e and sys temat i c 
r i s k which the CAPM p o s i t s a s t h e so le de terminant of 
s e c u r i t y r e t u r n s and i n v e s t i g a t e d using r e g r e s s i o n 
methodology. The r e s u l t s show t h a t i n d u s t r y c h a r a c t e r -
i s t i c s , such as c a p i t a l i n t e n s i t y c a p i t a l t o labour r a t i o 
and en t ry b a r r i e r s such as a d v e r t i s i n g have a s i g n i f i c a n t 
i n f l u e n c e on sys temat ic r i s k and hence on t h e cos t of 
c a p i t a l t o f i r m s . 
-, -, TEXTILE 
93 . RAi (AK) . T e x t i l e i n d u s t r y pass ing through r e v o l u t i o n a r y 
phase . Fortune Ind ia . 13, 4* 1995, May; 16. 
The Cotton t e x t i l e i ndus t ry i s pass ing through 
r e v o l u t i o n a r y phase in our coun t ry . There i s cont inuous 
development in t h e l a s t few years i n technology and 
Indian co t ton t e x t i l e has now made i t s p resence f e l t in 
world market qu i t e s i g n i f i c a n t l y . 
- / -/ -/ PROBLEMS 
94. MUNSHI (VH) . T e x t i l e i n d u s t r y ' s i l l n e s s : Slow pace of 
n todernisa t ion i s t h e roo t cause . For tune I n d i a . 13, 14; 
199 5, May; 58. 
I nd i a can keep t h e advantage of being a low cost 
UJ 
p r o d u c e r o f q u a j i t y y a r n and f a b r i c s b u t i t must examine 
more d e e p l y v a l u e add ing a l t e r n a t i v e s . And a l s o c o n s i d e r e d 
t h e c l o s e r e l a t i o n of t e x t i l e i n d u s t r y i n i t i a l l y by t h e 
s u p p l y i n g impor t ed s o p h i s t i c a t e d mach ine ry and l a t S r by 
m a r k e t i n g h i g h q u a l i t y s p i n n i n g and weaving mach ines 
m a n u f a c t u r e d . 
- , - , TRANSPORTATION, INVESTMENT, PUBLIC SECTOR, TECHNOLOGY, 
CHOICE, MADRAS 
95 . TYABJI (Nas i r ) . P u b l i c s e c t o r i n v e s t m e n t and t e c h n o l o g y 
c h o i c e i n t h e t r a n s p o r t a t i o n i n d u s t r y i n Madras . I n d i a n 
Economic a n d S p c j a i H j s t o r v Rev iew. 32, 1; 1995, Jan-Mar,* 
2 3 - 4 9 . 
Madras s t a t e was a major c e n t r e of t h e motor 
v e h i c l e i n d u s t r y i n f a c t t h e second l a r g e s t i n t h e 
c o u n t r y a f t e r M a h a r a s h t r a . I t a c c o u n t e d f o r abou t 15% 
of b o t h t h e f i x e d c a p i t a l employed and v a l u e added i n 
t h e i n d u s t r y . More i m p o r t a n t l y p e r h a p s t h e i n d u s t r y i n 
Madras had s t r o n g backward l i n k a g e t o t h e m e t a l l u r g i c a l 
i n d u s t r i e s and i t was more h o r i z o n t a l l y d i s a g g r e g a t e d 
t h a n was t h e c a s e i n o t h e r s t a t e . 
Ivt 
- , INFORMATION UTILIZATION, EXPERIME3SITAL STUDY 
9 6 . HU (Michael Y) and TOH (Rex S) . E x p e r i m e n t a l s t u d y of 
m a r k e t i n g i n f o r m a t i o n u t i l i z a t i o n : The manager . P 
r e s e a r c h e r d i c h o t o m y . M a r k e t i n g L e t t e r s , e, 1; 199 5, 
J a n ; 5 3 - 6 2 . 
T h i s s t u d y u s e s an e x p e r i m e n t a l d e s i g n fo r t h e 
p r e s e n t a t i o n of a c a s e demograph ic i n f o r m a t i o n . P roduc t 
t e s t s u r v e y r e s u l t , and t e s t market r e s u l t s t o marke -
t i n g managers and t o marke t r e s e a r c h e r s . We a t t e n p t t o 
d e t e r m i n e t h e i n t e r r e l a t i o n s h i p among c h a n g e s i n 
d e c i s i o n ou tcomes , s a l e s e s t i m a t e and c o n f i d e n c e a l s o 
show t h a t t h e two contnuni ty d icho tomy b e t w e e n marke-
t i n g managers and market r e s e a r c h e r s e x i s t s . 
- , INNOVATION, ORGANIZATIONAL 
97. RAVICHANDRAN (T) and AKHILESH (KB) . Organizational 
innovation: A causal perspect ive . Sptith Asian Journal 
of Management. 1, 2; 1994, Apr -June; 26-33. 
This study emerged from an empirical inves t iga-
t ion conducted in 43 manufacturing organisa t ion . I t 
i d e n t i f i e s R&D in t ens i t y and economic environmental 
uncer ta in t ly a exogenous var iables tha t have an impact 
on organisat ional innovativeness and innovation 
organisat ional innovativeness i s ident i f ied as an 
t d 
o r g a n i z a t i o n a l c h a r a c t e r i s t i c s / a b i l i t y and innova t ions 
as i t s outcome. In a r e c u r s i v e two statfe pa th causa l 
model, t h e f ind ing suggest t h a t t h e o r g a n i z a t i o n s can 
use RScD i n t e n s i t y as one of t h e agen t s t o f o s t e r 
o r g a n i z a t i o n a l i nnova t iveness and r e a l i z e tec±inological 
i n n o v a t i o n s . The f ind ing i n d i c a t e t h a t t h e o r g a n i s a t i o n ' s 
o p e r a t i n g economic environment c h a r a c t e r i z e d by dynamism, 
r e s t r i c t i v e n e s s , complexity and u n p r e d i c t a b l e and 
u n p r e d i c t a b l e change in the p roduc t s , p roces se s e t c . 
- , INSURANCE, miCE CUTTIN8 
98. HARRINGTON (Scot t E) and DANZON ( P a t r i c i a M) , Pr ice 
c u t t i n g in l i a b i l i t y insurance markets . Jou rna l of 
Bus ines s . 67, 4; 1994, Oct; 511-38. 
Th i s a r t i c l e ana lyzes a l l eged imder p r i c i n g of 
genera l l i a b i l i t y insurance p r i o r t o the mid 1980s 
l i a b i l i t y insurance " c r i s i s " . The t h e o r e t i c a l a n a l y s i s , 
cons ide r s whether moral hazard and/or he terogeneous 
informat ion for f o r e c a s t i n g c la im cos t can cause some 
firms t o p r i c e t o o low and d e p r e s s o t h e r f i rms p r i c e s . 
I t o 
- , INTERVIEWING, FIELD CONTROL 
9 9 . DRAKEFORD (John F) . I n t e r v i e w i n g and f i S l d c o n t r o l . I n 
W b r c e s t e r (Rober t M), Ed. consumer market r e s e a r c h hand 
book London, Ms G r a w - H i n . 1972> PJ.03-9. 
Most siarvey r e s e a r c h r e q u i r e s t h e c o l l e c t i o n of 
i n f o r m a t i o n o r o b s e r v a t i o n s from r e p r e s e n t a t i v e samples 
of p a r t i c u l a r p o p u l a t i o n s . These samples can c o n p r i s e 
i n d i v i d u a l members of t h e p u b l i c where i n f o r m a t i o n 
a n d / o r s u b - s a m p l e s of i t . A l t e r n a t i v e l y t h e s e samples 
can compr i s e i n d i v i d u a l s w i t h i n s p e c i a l i s t g r o u p s 
such as m a n u f a c t u r e r s , r e t a i l e r s , b u s i n e s s m e n where 
i n f o r m a t i o n may b e needed e i t h e r abou t t h e b e h a v i o u r 
and o p i n i o n s of t h o s e r e s p o n d e n t s a s i n d i v i d u a l s o r 
abou t t h e e s t a b l i s h m e n t s e . g . c o n p a n i e s , shops e t c . 
- , INTUITION, G0NSU^5ERS, ROLE 
100. BRONIARCZY-K (Susan N) and ALBA ( J o s e p h W) . Role of 
c o n s u m e r s i n t u i t i o n s i n i n f e r e n c e making . J o u r n a l of 
Consumer R e s e a r c h . 21 , 3 ; 1994, December; 3 9 3 - 4 0 7 . 
T r a d i t i o n a l e x p l o r a t i o n s of i n f e r e n c e making 
have examined consumer ' r e a c t i o n s t o p r o d u c t d e s c r i p -
t i o n s t h a t l a c k i n f o r m a t i o n abou t s a l i e n t a t t r i b u t e s . 
Such s t u d i e s f r e q u e n t l y r e p o r t s y s t e m a t i c a l l y lower 
e v a l u a t i o n s of C o m p l e t e l y d e s c r i b e a l t e r n a t i v e a long 
I t / 
w i t h a g e n e r a l l y low i n c i d e n c e o f unprompted a t t r i b u t e 
t o a t t r i b u t e i n f e r e n c e . Vfe a r g u e t h a t t h e n a t u r e of t h e 
l i k e l i h o o d of an i n f e r e n c e a r e dependen t on t h e c u e s 
a v a i l a b l e a t t h e t i m e of d e c i s i o n making and t h a t some 
c u e s may e x e r t a d i s p r o p o r t i o n a t e i n f l u e n c e on i n f e r e n c e 
b e h a v i o r . 
- , JEANS 
1 0 1 . ARORA ( P r i t i k a ) . True l a b e l , s t e e p t a g . A d v e r t i s i n g and 
M a r k e t i n g . 1, Ij 199 5, J u l y ; 5 . 
The o r i g i n a t o r of denim j e a n s , h a i l e d by m a r k e t e r s 
as t h e most s u c c e s s f u l modern idea i n c l o t h i n g , h a s 
e n t e r e d t h e I n d i a n m a r k e t . The l a b e l e n c o n p a s s e s denim 
j e a n s , a p a r t from t h e ' r e l a t e d ' c a s u a l wear such a s 
denim and chambray s h i r t , k n i t w e a r and denim j a c k e t s . 
The m a r k e t i n g a c c e n t i s one p r e m i e r p r i c i n g . 
- , KNOWLEDGE, UTILIZATION _in FIRMS, MODELS 
102. MENON (Ani l ) and VARADARAJAN ( P Raj a n ) , ^todel of Marke t -
i n g knowledge use w i t h i n f i r m s . J o u r n a l of M a r k e t i n g . 
56, 4 ; 1992, O c t ; 5 3 - 7 1 . 
The p r o c e s s of knowledge u t i l i z a t i o n w i t h i n t h e 
f i r m h a s come t o b e v iewed a s an i n c r e a s i n g l y i m p o r t a n t 
a r e a fo r r e s e a r c h i n l i g h t of i t s i n p l i c a t i o n f o r 
I t s 
o r g a n i z a t i o n a l e f f e c t i v e n e s s . However o u r c u r r e n t u n d e r -
s t a n d i n g of t h i s phenomenon i s l i m i t e d b e c a u s e t h e p r o c e s s 
o f >:noviledge u s e i n o r g a n i z a t i o n s i s complex and d i f f i c u l t 
t o c o n c e p t u a l i z e and m e a s u r e . B u i l d i n g on p r i o r r e s e a r c h 
i n p u b l i c p o l i c y , s o c i o l o g y m a r k e t i n g and o t h e r a d m i n i s -
t r a t i v e d i s c i p l i n e s t h e a u t h o r s f i r s t e x p l i c a t e t h e 
n a t u r e of knowledge u t i l i z a t i o n and p r o p o s e a framework 
f o r c i r c u m s c r i b i n g t h e c o n c e p t of knowledge u t i l i z a t i o n . 
- , LABOUR, AD/ERSE SELECTION, TRADE, INTERNATION/tti 
10 3 . CLEMENZ (Gerard) . Adver se s e l e c t i o n i n l a b o u r m a r k e t s 
and i n t e r n a t i o n a l t r a d e . Scand. J . o f Economics . 97 , 1; 
199 5, Mar; 7 3 - 8 8 . 
T h i s a n a l y s i s c o n s i d e r s t r a d e be tween c o u n t r i e s 
w i t h l a b o u r marke t d i s t o r t i o n due t o a d v e r s e s e l e c t i o n . 
C o m p a r a t i v e a d v a n t a g e i s c a u s e d e i t h e r by a b e t t e r mix of 
h i g h and low p r o d u c t i v i t y w o r k e r s o r by t h e a b s e n c e of 
a d v e r s e s e l e c t i o n i n one c o u n t r y i n e i t h e r c a s e f r e e 
t r a d e may l e a d t o a l o s s fo r t h e i n f e r i o r c o u n t r y . A 
t r a d i n g e q u i l i b r i u m i s p a r e t o b e t t e r t h a n an e q u i l i b r i u m 
i n a f u l l y , i n t e g r a t e d economy w i t h p e r f e c t f a c t o r 
m o b i l i t y i f b o t h c o u n t r i e s f a c e a d v e r s e s e l e c t i o n , o t h e r -
w i s e t h e t r a d i n g e q u i l i b r i u m i s P a r e t o i n f e r i o r . S u b s i -
d i e s fo r p r o d u c t i o n o f t h e i m p o r t e d good may improve t h e 
s o c i a l u t i l i t y of t h e " i n f e r i o r " c o u n t r y . 
KJ 
- , - , S U R H J U S , EFFlCIENCy 
H . GUHA (Ashok) . C o n s u n p t i o n , e f f i c i e n c y and svi rplus l a b o u r . 
JoijrnaT of Development Economics , 3 1 , ? ; 1989, J u l y ; 1-12, 
T h e r e i s a l o n g - t e r m r e l a t i o n s h i p be tween consump-
t i o n and l a b o u r e f f i c i e n c y , l ong employment c o n t r a c t s a r e 
p o s s i b l e and p r o d u c t i o n i s s e a s o n a l , a t r a d e of emerges 
b e t w e e n p o s i t i v e e f f e c t s of p e r m a n e n t c o n t r a c t s on 
p r o d u c t i v i t y and t h e c o s t l y s e a s o n a l i l l n e s s of p e r m a n e n t 
l a b o u r . P o s s i b l e ou t comes i n c l u d e ( i ) c o - e x i s t e n c e of 
c a s u a l and p e r m a n e n t c o n t r a c t s w i t h numbers of w o r k e r s 
e f f e c t i n g p r o p o r t i o n of pe rmanen t t o t e m p o r a r y e r rp loyees 
b u t no t o u t p u t c l a s s i c a l d i s g u i s e d vmemployment ( i i ) ' ^work -
f o r c e l e r b e n s t e i n mazuradar s u r p l u s l a b o u r , and ( i i i ) Per 
n e n t c o n t r a c t o n l y w i t h open unen^loyment and p o s i t i v e 
r e l a t i o n s h i p be tween nuntaer employed and o u t p u t . 
- , - , UNIONS, HUMAN RESOURCE MANAGEMENT 
105. JOGLEKAR ( S h i l p a ) . P i t f a l l s of p a r t i c i p a t i o n : Unions a r e 
wary abou t t h e human r e s o u r c e management r e v a l u a t i o n 
sweeping t h e s h o p f l o o r . B u s i n e s s I n d i a . 1993, Apr; 26 -
May 9; 1 0 6 - 7 . 
Q u a l i t y i s t h e buzzword i n i n d u s t r y t o d a y . P r i c e 
and q u a l i t y a r e t h e two most e f f e c t i v e weapons i n f i e r c e l y 
c o m p e t i t i v e m a r k e t s . For c o n p a n i e s t h e t o p p r i o r i t y j o b 
ma-
l u , j 
i s t o c u t c o s t s t o p r o d u c e a z e r o d e f e c t p r o d u c t . And 
c o n s t a n t l y , w h i l e t h e immed ia t e i n t e r e s t of t h e un ion 
seems t o have b e e n p r o d u c t e d , t h e y have no agenda f o r 
t h e f u t u r e . E s s e n t i a l l y t h e u n i o n s have n o t y e t b e e n 
a b l e t o e x t e n d t h e p r i n c i p l e u n d e r l y i n g s h o p f l o o r 
p a r t i c i p a t i o n t o o t h e r a r e a s of d e c i s i o n making^ whether 
i n r e s p e c t f i n a n c e o r b u s i n e s s s t r a t e g y . 
- , - , - , VOLUKTTARY RETIREMENT SCHE1>E 
D6. GANGULI ( B o d h i s a t v a ) . U p h i l l t a s k ; F u n d i n g v o l x i n t a r y 
r e t i r e m e n t v^as t h e e a s y p a r t . B u s i n e s s I n d i a . ;107 ,4994, 
May; 9-2 2. 
./hen o r i g i n a l l y c o n c e i v e d in 1991, t h e N a t i o n a l 
Renewal Fund (KRF) was meant t o fund g o l d e n hand s h a k e s 
a s w e l l a s fo r t h e r e t r a i n i n g and r e d e p l o y m e n t of workers 
d i s p l a c e d by t h e economic r e f o r m s . Unions have c o n s i s t e n t l y 
a l l e g e d t h a t t h e government was o n l y i n t e r e s t e d i n r e t r e n -
c h i n g worke r s and was n o t s e r i o u s a b o u t r e t r a i n i n g . 
- , - , - , IMAGES PROBLEMS, MACROECONOMIC 
107. CALI^ORS (Lars ) and LANG (Hara ld ) . Macro economic e f f e c t s 
l a b o u r 
o f a c t i v e / n e r k e t programmes i n a un ion wage s e t t i n g msde l . 
Economic J o u r n a l . 10 5, 430 ; 199 5, May; 6 0 1 - 1 9 . 
A n a l y s e t h e e f f e c t s on wage p r e s s u r e and e q u i l i b r i u m 
i . i I 
employment i n a u n i o n wages . S e t t i n g frameworl? programmes 
a r e wage r e d u c i n g t o t h e e x t e n t t h a t t h e y h e l p m a i n t a i n 
e f f e c t i v e l a b o u r f o r c e p a r t i c i p a t i o n . But t h e y rrey a l s o 
%]ea>cen i n s i d e r i n c e n t i v e f o r wage r e s t r a i n t a s t h e 
d i s i j t i l i t y of l a y o f f s became s m a l l e r . T a r g e t t i n g t h e 
l o n g - t e r m unemployment i s c r u c i a l f o r t h e s u c c e s s of 
a c t i v e l a b o u r marke t p o l i c y . S i n c e t h e w e l f a r e e f f e c t s 
on t h e l a i d of t h e n a r e more h e a v i l y d i s c o u n t e d and 
enp loymen t o p p o r t u n i t i e s a r e r e d i s t r i b u t e d from i n s i d e r s 
t o o u t s i d e r s . 
- , KAt]AGEMENT, CUSTOMER ORIENTATION 
108. VERMA (Harsh V) . Env i ronment change , cus tomer o r i e n t a t i o n 
and management ' s c o n c e r n . J o u r n a l of S h r i Ram C o l l e g e of 
Commerce. 15, 1; 199 5, J a n ; 5 5 -63 . 
••/ith p r o g r e s s i v e l i b e r a l i s a t i o n , g l o b a l i s a t i o n and 
s t r u c t u r a l economic r e f o r m s , t h e r u l e s of game have changed 
f o r t h e I n d i a n b u s i n e s s m e n . In t h e new c o m p e t i t i v e e n v i o n -
ment, m a r k e t i n g and cus tomer o r i e n t a t i o n h o l d t h e key t o 
s u r v i v a l of a f i r m . Al though t o p management s h o u l d s t r i v e 
t o b u i l d cus tomer o r i e n t e d c u l t u r e and c o n s t a n t l y s i g n a l 
t h i s t o c u s t o m e r s , t h i s s t udy r e v e a l s t h a t o f t e n s p e e c h e s 
of cha i rmen of t h e I n d i a n compan ies do n o t r e f l e c t concern 
f o r cus tomer a s an i n p o r t a n t s t r a t e g i c i s s u e . 
l o ^ 
- , I^NAGEMENT^ EDUCATION 
109. NARAYANA (MS). Marketing of management educa t ion i n I n d i a . 
Indian Jou rna io of Market ing. 2 3 , 9 - 1 2 ; Sep-Dec ; 
20-22, 
As t h e Indian econoniy i s p r o g r e s s i n g towards 
l i b e r a l i s a t i o n vhich has been witnessed i n t h e r ecen t 
p a s t i t i s p r e d i c t e d t h a t t h e Ind ian i n d u s t r y need 
managers who can i n t e g r a t e bo th the i n t e r n a l and e x t e r n a l 
environment of t h e o r g a n i s a t i o n and provide b a s i c impetus 
t o the c r e a t i v i t y , dynamism and innova t ion which has 
become t h e order of t he day. I t i s observed t h a t I n d i a 
i s not under developed bu t only under managed due t o 
l ack of s u f f i c i e n t well q u a l i f i e d managers. There i s a 
dea th of l e a d e r s h i p in Indian i n d u s t r y . Such a dea r th 
of l e a d e r s h i p can be f i l l e d xxp through r e o r i e n t a t i o n of 
management educa t ion in the coun t ry . 
- , - , EDUCATION and RESEARCH 
no, .li-HUR (-\3L), Marketing management ediacation and 
r e s e a r c h : Emerging dimensions , Ind ian Journal of 
Market ing. 23, 7-8 ; 1994, June-Aug; 3-7 , 
The need f o r marketing management educa t ion and 
r e s e a r c h in India i s g r ea t i n view of t h e modern concept 
of marketing and t h e urgency for d e l i v e r y of q u a l i t y of 
l i f e td t h e countrymen. The u n i v e r s i t y t each ing depar tments 
l i k e t h e Department of Bus iness Admin i s t r a t ion , J .N . Vyas 
Ij.i 
U n i v e r s i t y , Jodhpur can p l ay a s i g n i f i c a n t r o l e i n t h i s 
behal f provided c e r t a i n f a c t o r s as c e l e b r a t e d in t h e 
t e x t , a re taken care of t h e n o n - p r o f i t o r g a n i s a t i o n s 
have newer and newer r o l e s t o p lay in view of the 
changing environment and need of t h e p e o p l e . These 
o r g a n i s a t i o n l i k e t h e Department of Medical H e a l t h . . . 
the ( t r a f i c ) p o l i c e Department and Ebordarshan, as 
i l l u s t r a t e d in the t e x t have t o undergo market ing 
o r i e n t a t i o n and o rgan i se marketing management educa t ion 
and r e sea r ch in t h e main at t h e i r own l e v e l s . 
-,-, JOB SATISFACTION 
111. GAN3XJLI (HC). Job s a t i s f a c t i o n s c a l e s f o r e f f e c t i v e 
management; Manual for managers and s o c i a l s c i e n t i s t s . 
I n d i a n Joi i rnal of I n d u s t r i a l Research. 31, l^ 1995, 
J u l y ; 116-8. 
The-study of job s a t i s f a c t i o n i s as o l d a s the 
d i s c i p l i n e of i n d u s t r i a l psychology. Job s a t i s f a c t i o n 
i s be l i eved t o be a good p r e d i c t o r of employee behaviour 
a t work. I t i s a l s o an i r tpor tant i n d i c a t o r of enp loyee ' s 
f e e l i n g about h i s work. Most of t h e s t u d i e s on job 
s a t i s f a c t i o n a r e devoted to a sea rch for i t s c o r r e l a t e s . 
However lack of s u i t a b l e s c a l e s of j o b s a t i s f a c t i o n make 
1 0 t 
a manager of r e s e a r c h e r t o i n p r o v e a s c a l e of h i s own. 
T h i s i s t i m e consuming , 
-, MODELS, EXFERir^NTAL DESIGN 
1 1 2 . ROTHMAL-^  ( J a n e s ) . E x p e r i m e n t a l d e s i g n and m o d e l s . I n 
i b r c e s t e r (Rober t M) ^  Ed, Consumer marke t r e s e a r c h hand 
b o o k . London, l^c Graw H i l l , 197 2»P.28-51. 
The r o l e o f e x p e r i m e n t i n m a r k e t i n g , an e x p e r i -
ment c a n b e d e f i n e d a s an a t t e m p t t o measure t h e e f f e c t 
of a g i v e n s t i m u l u s o r t o compare t h e e f f e c t s of d i f f e r e n t 
s t i m u l i . There a r e four b a s i c ways of a c h i e v i n g t h e 
o b j e c t i v e s of a good e x p e r i m e n t a l d e s i g n , f i r s t remove 
o r minimise t h e s e s o u r c e s o f e r r o r s e . g . we c a n r e d u c e 
t h e e f f e c t of be tween i n t e r v i e w e r v a r i a t i o n by e n s u r i n g 
t h a t a l l our i n t e r v i e w e r s have been c a r e f u l l y t r a i n e d . 
Second i f c anno t remove t h e s e random f l u c t u a t i o n s , t h e n 
we can a t t e m p t t o c o n t r o l them. T h i r d , b e s i d e s c o n t r o l l -
i n g t h e e f f e c t s of some t y p e s of f l u c t u a t i o n we can measure 
t h e i r e f f e c t and make due a l l o w a n c e f o r them, 
- , MULTINATIONALS 
113 . PANDE (Bhanu) and AN NUNCIO (Chari ibal a) . Made f o r I n d i a . 
A d v e r t i s i n g and M a r k e t i n g . 7, 9 ; 1995, Aug; 3 8 - 4 3 , 
I n s t e a d of b l i n d l y m a r k e t i n g p r o d u c t s i d e n t i c a l 
t o t h o s e s o l d wor ld w i d e - m u l t i n a t i o n a l s e n t e r i n g I n d i a 
1 .i.) 
s h o u l d ' o n s i d e r t a i l o r i n g t h e i r o f f e r i n g t o l o c a l n e e d s . 
I n d i a n market r e s e a r c h b u r e a u (IMRB) . Of ten t h e r e a r e 
f a c t o r s o t h e r t h a n l o c a l n e e d s a t p l a y t h a t l ea^ j3 m u l t i -
n a t i o n a l s t o adop t pro<3ucts t o l o c a l m a r k e t s . 
- , NATIONAL BRAND, STRUCTURE DETERMINANTS, PROBLEMS 
114. CONNOR (John M) and PETERSON ( E v e r e t t B) . M a r k e t - s t r u c t u r e 
d e t e r m i n a n t s of n a t i o n a l b r a n d - p r i v a t e l a b e l p r i c e 
d i f f e r e n c e s of m a n u f a c t u r e d food p r o d u c t s . J o u r n a l o f 
I n d u s t r i a l Economics . 4 0 , 2; 199 2, J u n e ; 1 5 7 - 7 1 . 
T h i s pape r e s t i m a t e s t h e r e l a t i o n s h i p be tween 
marke t s t r u c t u r e and t h e l e a r n e r i n d e x of monopoly 
c o n s t r u c t e d from o r i c e d a t a on p r o c e s s e d food p r o d u c t s 
s o l d t h r o u g h g r o c e r y s t o r e s . A t h e o r e t i c a l mode ls of a 
d i f f e r e n t i a t e d o l i g o p o l y s p e c i f i e s two d e t e r m i n a n t s of 
p r i c e - c o s t m a r g i n s . 
- , NEW PRODUCT, DEVELOPMENT, RESEARCH 
115 . GREENHALGH ( C o l i n ) . R e s e a r c h f o r new p r o d u c t deve lopmen t . 
j[n. Wbrces te r (Rober t M), Ed. Consumer marke t r e s e a r c h 
hand book . Lon<fcn, 1^ Graw H i l l , 1972,p ,378-409. 
A p a r t f rom t h e f a c t t h a t s e v e r a l i m p o r t a n t 
e l e m e n t s of t h e m a r k e t i n g mix have been l e f t t o e l s e w h e r e 
i n t h i s c h a p t e r , A new p r o d u c t programme w i l l r a r e l y b e 
s o l o g i c a l l y p u r s u e d i n r e a l l i f e . At t h e s i m p l e s t t h e 
l u u 
the whole programme vdll often s t a r t with a product from 
R&D or from overseas rather than s t a r t i ng with a search 
for product ideas . The s t ruc tu re of the programme can 
however eas i ly be adapted. The inportant thing i s to 
understand the functions which a l l of t h i s research 
i s designed to perform, 
- , 1990s 
116. SINMA (PK). Indian marl<et 1990s. ^ Sahoo (SC) and Sinha (PK) 
E B . E;.-rgence t rends in Indian Marketing. Delhi . Academic 
F ounc ::i t ion , 1991,^.29-41. 
1990s the pre-runner to the 21st century, will be 
a different decade than the l a s t . The changes may not 
be as outward as inward. The change wil l be in the 
philosophy or the approach of the enterpreneurs. 
Apparently the market wi l l look l ike the same with 
the major changes being crowding of HIPS and iirpul se 
buying. But the s t r a t e g i e s wil l be more penet ra t ive 
and more adjusting t o the conpetion. Technology not 
being a major weapon the shif t will be on to marketing 
i , e . Vie for a place in the mind of the customers. The 
marketer will have to have a very effect ive marketing 
information system to give more accurate. Precise and 
de ta i l information about the product. 
- , NORMS, RELATIONSHIP, COST ANALYSIS 
117. HEIDE (Jan B)and JOHN ( G e o r g e ) . Do norms m a t t e r i n 
marl<eting r e l a t i o n s h i p s ? J o u r n a l of Mar lce t inq . 56, 2; 
1992, Apr ; 3 2 - 4 4 . 
T r a n s a c t i o n c o s t a n a l y s i s i s r a p i d l y becoming an 
i n p o r t a n t t h e o r e t i c a l p a r a d i g m i n m a r k e t i n g . However, 
t h e a c c u m u l a t i o n of t r a n s a c t i o n c o s t s t u d i e s h a s b e e n 
accompanied by a g rowing body of c r i t i c i s m , p r i m a r i l y 
d i r e c t e d t o w a r d s i t s underl 'J^ing b e h a v i o r a l norm of 
o p p o r t u n i s m . Tha t norm i s a s e r i o u s t h e o r e t i c a l 
d e f i c i e n c y , not o n l y b e c a u s e i t may b e d e s c r i p t i v e l y 
i n a c c u r a t e , b u t a l s o b e c a u s e i t l i m i t s t h e a p p l i c a b i l i t y 
of t h e t h e o r e t i c a l f ramework. The a u t h o r show t h a t norms 
p l a y a v e r y s i g n i f i c a n t r o l e i n s t r u c t u r i n g e c o n o m i c a l l y 
e f f i c i e n t r e l a t i o n s h i f i s be tween i n d e p e n d e n t f i r m . I n 
t h e a b s e n c e of s u p p o r t i v e norms, i t i s no t p o s s i b l e 
f o r p a r t i e s whose s p e c i f i c a s s e t s a r e a t r i s k t o a c q u i r e 
v e r t i c a l c o n t r o l as p e r t h e t r a n s a c t i o n c o s t p r e s c r i p t i o n , 
- , ORGANISATIONAL APPROACH 
118. JAIN (Sanjay K) and SHIVAKUM^^ R (K) . Crowning t h e c u s t o m e r . 
I n d i a n Management. 34, 4 ; 1995, May; 50- 3 . 
On t h e whole t h e su rveyed i n s t i t u t i o n s when 
a n a l y s e d i n t e r m s of a d o p t i o n of a cus tomer o r i e n t e d 
I J ) 
o r g a n i s a t i o n a l app roach a r e found t o b e midd le o f t h e 
r e a d e r s , A m a j o r i t y o f t h e s t a f f i n t h e s e i n s t i t u t i o n s 
do not have a d e g r e e / d i p l o m a wi th s p e c i a l i s a t i o n i n 
m a r k e t i n g . Though t h e s e o r g a n i s a t i o n s c o n d u c t on t h e 
j o b t r a i n i n g programmes i n m a r k e t i n g f o r t h e i r e m p l o y e e s . 
I t would b e b e t t e r i f t h e y s e l e c t e d more p e o p l e w i t h a 
marl<eting b a c k g r o u n d a t t h e i n i t i a l s t a g e of r e c r u i t -
ment . 
-, ORGAI^ I^ZATIONS 
119. SPILLARD ( P e t e r ) . O r g a n i z a t i o n f o r m a r k e t i n g . I n Baker 
( M i c h a e l ) , Ed . M a r k e t i n g book . London, I n s t i t u t e of 
M a r k e t i n g . 1987>p49-69. 
Once m a r k e t i n g h a s been a c c e p t e d and r e s i s t a n c e 
t o i t s i n t r o d u c t i o n r e d u c e d t h e n of c o u r s e i t s j o b 
o r g a n i z a t i o n a l l y s p e a k i n g i s no t f i n i s h e d by any means. 
The re r emain t h e t a s k o f c o n t i n u a l l y managing change 
i n t h e marke t p l a c e and d e a l i n g w i t h t h e i n e v i t a b l e 
e f f e c t s upon t h e o r g a n i z a t i o n . Here c o n f l i c t i s 
endemic , c h r o n i c r a t h e r t h a n a c u t e . I t h a s t o do w i t h 
minor d i s t u r b a n c e more t h a n c a t a c l y s m i c change and can 
b e h a n d l e d lower down t h e ^ L e r e a r c h y by p r o d u c t managers , 
marke t managers , v e n t u r e g r o u p s and v a r i o u s l i a s o n 
d e v i c e s b e t w e e n t h e f u n c t i o n s . 
l a . i 
- , - , FiARKET DRIVEN, CAPABILITIES 
120. DAY (George S) . C a p a b i l i t i e s o f m a r k e t - d e r i v e n o r g a n i -
z a t i o n s . Jovixnal of M a r k e t i n g . 58, 4 ; 1994, Oc±; 3 7 - 5 2 . 
C o n s i d e r a b l e p r o g r e s s h a s been made i n i d e n t i f y i n g 
m a r k e t - d r i v e n b u s i n e s s , and a ^ a s u r i n g t h e b o t t o m l i n e 
c o n s e q u e n c e s of t h e i r o r i e n t a t i o n t o t h e i r m a r k e t s . The 
emerg ing c a p a b i l i t i e s a p p r o a c h t o s t a t e g i c management. 
The c a p a b i l i t i e s a r e d i a g n o s i s of c u r r e n t c a p a b i l i t i e s , 
a n t i c i p a t i o n of f u t u r e n e e d s , c r e a t i v e use of i n f o r m a t i o n . 
- , - , CORPORATIONS, CHANGING ROLE 
121. WEBSTER (Frederick E) . Changing ro le of marketing in the 
corporat ion. Joxirnal of Marketing. 56, 4; 1992, Oct; 
1-17. 
New organization forms, including s t r a t e g i c 
par tnersh ip and networks are replacing sinple market-
based t ransac t ion and t r a d i t i o n a l bureaucrat ic h i e r a r -
chical organizat ion- The h i s t o r i c a l marketing manage-
ment function based on the raicroeconomic maximization 
paradigm, must be c r i t i c a l l y examined for i t s relevance 
t o marketing theory and prac t ice in the 1990s, A new 
conception of marketing feill^focxas Dn"^rnanaging s t ra teg ic 
par tnership and posi t ioning the firm between vendors 
and customers in the value chain with the aim of 
del ivering superior value to customers, Customex 
re l a t ionsh ip will be seen as the key s t r a t eg ic resource 
10 i j 
of t h e b u s i n e s s . 
-,^, EVOLUTION 
122, ACHROL (Ravi S) . Evolut ion of t h e marketing o r g a n i z a t i o n : 
New forms for t iarbulent envi ronments . J o u r n a l of Marketing. 
5 5, 4; 1991, Oct. 77 -93 . 
Rapid changes in i n d u s t r i a l s t r u c t u r e and g loba l 
Compet i t ion have occured i n the l a s t two decades . The 
changes he ra ld t h e p o s t - i n d u s t r i a l e r a , producing an 
environment of anb igu i ty and paradox a t t h i s po in t i n 
t ime but n e v e r t h e l e s s causing profound impacts i n our 
economic and s o c i a l i n s t i t u t i o n . The environment of t h e 
f i i tu re w i l l be c h a r a c t e r i z e d most no tab ly by unprecedented 
l e v e l s of d i v e r s i t y krowledge r i c h n e s s and t u r b u l e n c e . 
However m a r k e t i n g ' s s t r a t e g y concep ts r ema in roo t ed in 
the h i s t o r i c a l e v o l u t i o n of func t iona l approaches t o 
a customer o r i e n t a t i o n . In the pos t i n d u s t r i a l e r a , 
unusual forms of marketing o r g a n i z a t i o n w i l l be needed 
t o cope with complex and dynamic t a s k environment. The 
author d i s c u s s e s two such forms the marketing exchange 
cortpany and t h e marketing c o a l i t i o n conpany. The 
market ing conpanies serve a s t h e o rgan iz ing hubs of 
complex network of f u n c t i o n a l l y s p e c i a l i z e d f i r m s . 
loi 
- , ORIENTATION e f f e c t o n BUSINESS PROFITABILITY 
123 . NARVER (John C) and SLATER ( S t a n l e y F ) , E f f e c t of a 
marke t o r i e n t a t i o n on b u s i n e s s p r o f i t a b i l i t y . J o u r n a l 
o f M a r k e t i n g . 54, 4 ; 1990, Oct; , 2 0 - 3 5. 
M a r k e t i n g a c a d e m i c i a n s and p r a c t i t i o n e r s have 
b e e n o b s e r v i n g f o r more t h a n t h r e e d e c a d e s t h a t b u s i n e s s 
p e r f o r m a n c e i s a f f e c t e d by marke t o r i e n t a t i o n , y e t t o 
d a t e t h e r e h a s been no v a l i d measure of a marke t 
o r i e n t a t i o n and hence no s y s t e m a t i c a n a l y s i s o^ i t s 
e f f e c t s on a b u s i n e s s p e r f o r m a n c e . The a u t h o r s r e p o r t 
t h e deve lopmen t of a v a l i d measure of marke t o r i e n t a -
t i o n and a n a l y z e i t s e f f e c t on b u s i n e s s ' s p r o f i t a b i l i t y . 
Using a sample of 140 b u s i n e s s u n i t s c o n s i s t i n g of 
commodity p r o d u c t s b u s i n e s s and noncommodity b u s i n e s s e s , 
t h e y f i n d a s u b s t a n t i a l p o s i t i v e e f f e c t of a marke t 
o r i e n t a t i o n on t h e p r o f i t a b i l i t y o f b o t h t y p e s of 
b u s i n e s s e s . 
- , - , ETHTTOGRAPHY 
124. ARNOULD ( E r i c J ) and WALLENDORF ( M e l a n i e ) . Marke t -
o r i e n t e d E t h n o g r a p h y : I n t e r p r e t a t i o n b u i l d i n g and 
m a r k e t i n g s t r a t e g y f o r m u l a t i o n . J o u r n a l of Marke t i ng 
R e s e a r c h . 3 1 , 4 ; 1994, Nov* 4 8 4 - 5 0 4 . 
The a u t h o r s show how e t h n o g r a p h y can p r o v i d e 
l o 
m u l t i p l e s t r a t e g i c a l l y i m p o r t a n t p e r s p e c t i v e s on 
b e h a v i o r s of i n t e r e s t t o m a r k e t i n g r e s e a r c h e r s . They 
f i r s t d i s c u s s t h e g o a l and f o u r e s s e n t i a l c h a r a c t e r i s -
t i c s of e t h n o g r a p h i c i n t e r p r e t a t i o n . Then t h e y r e v i e w 
t h e p a r t i c u l a r c o n t r i b u t i o n s t o i n t e r p r e t a t i o n of s e v e r a l 
>:inds of e t h n o g r a p h i c o b s e r v a t i o n and i n t e r v i e w d a t a . 
Next t h e y d i s c u s s how i n t e r p r e t a t i o n a r e b u i l t from 
e t h n o g r a p h i c d a t a . They show how m u l t i l a y e r e d i n t e r -
p r e t a t i o n s of market phenomena emSrge t h r o u g h s y s t e m a t i c 
a n a l y s i s of c d n p l e m e n t a r y and d i s c r e p a n t d a t a . 
- , ORIENTATIONS^ MULTIPLE 
125 . BRINBERG (David) and HIRSCHMAN ( E l i z a b e t h C) . M u l t i p l e 
o r i e n t a t i o n s f o r t h e conduc t o f m a r k e t i n g r e s e a r c h : An 
a n a l y s i s of t h e a c a d e m i c / p r a c t i t i o n e r d i s t i n c t i o n . 
Joxornal of M a r k e t i n g . 50, 4 ; 1986, O c t . 1 6 1 - 7 3 . 
A d i s t i n c t i o n o f t e n i s made i n m a r k e t i n g be tween 
academic and p r a c t i t i o n e r o r i e n t e d r e s e a r c h . T h i s 
d i s t i n c t i o n h a s been used t o j u s t i f y one t y p e of r e s e a r c h 
by h i g h l i g h t i n g t h e l i m i t a t i o n o f t h e o t h e r . The a u t h o r 
use a v a l i d i t y ne twork schem$, d e v e l o p e d by B r i n b e r g and 
I-lc G r a t h t o c h a r a c t e r i z e academic and p r a c t i t i o n e r 
o r i e n t a t i o n i n r e s e a r c h . 
lod 
- , OUTPUT LIMITS, FIRM SPECIFIC 
126. KUJAL (Praveen) . F i r m - s p e c i f i c o u t p u t l i m i t s i n a p o s t e d 
o f f e r marlcet: D i s t r i b u t i v e and e f f i c i e n c y e f f e c t s , 
J o u r n a l of Economic B e h a v i o r and O r g a n i z a t i o n . 25, 2; 
1994, O c t ; 2 5 7 - 6 9 . 
I n t h i s p a p e r a u t h o r l ooks a t t h e e f f e c t of t h e 
removal of f i r m s p e c i f i c b i n d i n g and n o n - b i n d i n g q u o t a s 
i n e x p e r i m e n t a l p o s t e d o f f e r m a r k e t . In t h e e x p e r i m e n t 
i t i s seen t h a t t h e e f f e c t of b o t h b i n d i n g and non-
b i n d i n g q u o t a s i s c a r r i e d over t o t h e d e r e g u l a t e d r e g i m e . 
The e f f e c t of nor ib ind ing q u o t a s w h i l e b e i n g i n e f f e c t , 
on t h e nurrber 6 f c o n t r a c t s i s ( s t a t i s t i c a l l y ) s i g n i f i c a n t 
i t a l s o seen t h a t d i s t r i b u t i o n o f sxirplus may a c t u a l l y 
a f f e c t t h e c o n v e r g e n c e , p a t h of p r i c e . Tha t i s w i t h 
b i n d i n g q u o t a s p r i c e c o n v e r g e n c e i s o b s e r v e d from be low 
t h e c o r r p e t i t i v e e q u i l i b r i u m , 
- , PORTFOLIO, MAN/CEMENT SERVICES 
127i ODISR ( P a t r i c k ) and LENHARD ( D a n i e l ) . M a r k e t i n g of 
p o r t f o l i o management s e r v i c e s , ^ K o s t e c k i (Mil), Ed, 
M a r k e t i n g s t r a t e g i e s f o r s e r v i c e s . Oxford, Pergamn 
P r e s s , 1994> P;L0 5 - 2 4 . 
Today t h e p o r t f o l i o management i n d u s t r y i s no 
l o n g e r s h e l t e r e d from c o m p e t i t i v e p r e s s u r e s a s i t was 
1 (J t 
f o r most of t h e l a s t few d e c a d e s . I t i s f a s t - m o v i n g , 
c o m p e t i t i v e e n v i r o n m e n t where qu i ck d e c i s i o n making 
and ijast a c t i o n a r e e s s e n t i a l . S i g n i f i c a n t and s u s t a i n e d 
change i n t h e i n d u s t r y c r e a t e s u n u s u a l c h a l l e n g e s . The 
marke t f o r p o r t f o l i o management s e r v i c e s s h o u l d s t i l l 
e x h i b i t s u b s t a n t i a l growth i n t h e y e a r t o come and 
t h e r e f o r e r e t a i n v a s t p o t e n t i a l . 
- , PRACTICE, PROBLEMS 
128. NEVETT (Terence) . H i s t o r i c a l i n v e s t i g a t i o n and t h e 
p r a c t i c e of m a r k e t i n g . J o u r n a l of M a r k e t i n g . 55, 3 ; 
1991, J u l y ; 1 3 - 2 3 . 
C o n s i d e r a b l e s i m i l a r i t i e s can be found be tween 
some of t h e p r o b l e m s t h a t a r i s e in t h e p r a c t i c e o f 
m a r k e t i n g and t h o s e e n c o u n t e r e d i n t h e s tudy of h i s t o r y . 
Here d e s c r i b e s t h e f o u r s t a g e s of t h e h i s t o r i c a l 
i n v e s t i g a t i o n p r o c e s s and e x p l a i n t h e t e c h n i q u e s 
h i s t o r i a n s u s e i n working w i t h v a r i o u s t y p e s o f 
e v i d e n c e . Author g i v e s examples of how t h e s e t e c h n i q u e s 
can b e a p p l i e d i n m a r k e t i n g p r a c t i c e , a r g u i n g t h a t t h e y 
can b e a v a l u a b l e supplement t o t h e a p p l i c a t i o n of 
s c i e n t i f i c method. 
l o . ) 
- , PREMARKET, FORECASTING, CONSUMER DURABLES 
129. URBAN ( G l e n L ) , HULLAND (John S) and VJEiNBERG (Bruce D) . 
P r e m a r k e t f o r e c a s t i n g f o r new consumer d u r a b l e g o o d s : 
Model ing c a t e g o r i z a t i o n , e l i m i n a t i o n / and c o n s i d e r a t i o n 
phenomena. J o u r n a l of M a r k e t i n g . 57 , 2 ; 1993, A p r . 
4 7 - 6 3 . 
The a u t h o r e x t e n d p r e v i o u s mode ls f o r p r e m a r k e t 
f o r e c a s t i n g of new d u r a b l e consumer g o o d s by i n c l u d i n g 
p a r a m e t e r s t h a t r e f l e c t consui j iers ' c a t e g o r i z a t i o n and 
c o n s i d e r a t i o n p r o c e s s . They p r o p o s e a modej. and measu re -
ment methodology which t h e y app ly t o t h e preraarked 
f o r e c a s t i n g of a new a u t o m o b i l e . They d e s c r i b e e n p i r i c a l 
d a t a c o i e c t i o n p a r a m e t e r e s t i m a t i o n , m a n a g e r i a l , 
impl i c at ion , v a l i d a t i o n , i s s u e s and f u t u r e r e s e a r c h 
n e e d s . The e x t e n d e d model g e n e r a t e s new m a n a g e r i a l 
i n s i g h t s i n t o p o s i t i o n i n g and m a r k e t i n g p l a n n i n g 
e f f e c t i v e n e s s can be used t o s i m u l a t e t h e e f f e c t of 
c h a n g e s in p o s i t i o n i n g s t r a t e g y on c o n s i d e r a t i o n and 
c h o i c e and p r o v i d e s more d e t a i l i n f o r m a t i o n about why 
consumers c o n s i d e r or r e j e c t a new b r a n d . The r e l v a n c e 
of t h e c a t e g o r i z a t i o n e x t e n s i o n f o r o t h e r new p r o d u c t 
mode l s t h a t c o n d i t i o n c h o i c e on a c o n s i d e r a t i o n s e t a s 
a l s o e x p l o r e d . 
loo 
- , ERICE, REFERE^K:E, DIFFERENCE INTERNAL and EXTERNAL 
130. MAZUMDAR ( T r i d i b ) and PAPATLA (P i j rusha t ta r i^ ) . L o y a l t y 
d i f f e r e n c e i n t h e u s e of i n t e r n a ] and e x t e r n a l r e f e r e n c e 
p r i c e s . M a r k e t i n g L e t t e r s . 6, 2; 1995, A p r . 111 -22 . 
R e c e n t f i n d i n g i n r e f e r e n c e p r i c e r e s e a r c h s u g g e s t 
t h a t consumer c h a r a c t e r i s t i c s may a f f e c t whe ther t h e y 
use on i n t e r n a l r e f e r e n c e p r i c e o r an e x t e r n a l r e f e r e n c e 
p r i c e i n p r i c e j u d g e m e n t . In t t t i s p a p e r we i n v e s t i g a t e d 
t h e r o l e of one such c h a r a c t e r i s t i c , b r a n d l o y a l t y , in 
t h e u s e of e i t h e r t y p e of r e f e r e n c e p r i c e , s p e c i f i c a l l y 
i s employed a l a t e n t c l a s s t y p e app roach t o d e v i d e 
consumer on t h e b a s i s of t h e i r b r a n d l o y a l t y i n t o an 
i n t e r n a l r e f e r e n c e p r i c e and e x t e r n a l r e f e r e n c e p r i c e 
s e g m e n t . 
- , PRICING, REPBRENGE, CONTEXTUAL, TEMPORAL 
1 3 1 . RAJENDRAN (KN) and TELL I S (Gerard J) . C o n t e x t u a l and 
t e n p o r a l components of r e f e r e n c e p r i c e . J o u r n a l o f 
M a r k e t i n g . 58, 1; 1994, Oct , 2 2 - 3 4 . 
An emerging c o n s e n s u s i n m a r k e t i n g i s t h a t consumers 
r e s p o n d to p r i c e r e l a t i v e t o some s t a n d a r d o r r e f e r e n c e 
p r i c e . The a u t h o r a r g u e t h a t consumers do use r e f e r e n c e 
p r i c e b u t o n e i s a l s o b a s e d on c o n t e x t . Other p r i c e s 
i n t h e s t o r e r a t h e r t h a n t h e p a s t p r i c e a l o n e . The 
l i u 
f i n d i n g have i m p o r t a n t m a n a g e r i a l i m p l i c a t i o n s . M a n a g e r i a l 
f o c u s on t e n p o r a l r e f e r e n c e p r i c e s c o u l d l e a d t o an eve ry 
day h i g h p r i c e s . Whereas f o c u s on c o n t e x t u a l r e f e r e n c e 
p r i c e s c o u l d l e a d t o an e v e r y day low p r i c e , 
- , PROBLEMS, CONCENTRATION Vs DIVERSIFICATION 
132. OLUSOGA (S Ade) , Marl<et c o n c e n t r a t i o n v e r s u s raarlcet 
d i v e r s i f i c a t i o n and i n t e r n a t i o n a l i z a t i o n : I m p l i c a t i o n 
f o r MNE p e r f o r m a n c e . I n t e r n a t i o n a l M a r k e t i n g Review. 
10, 2; 1993, Feb; 4 0 - 5 9 . 
F i n d i n g from t h e s t u d y s u p p o r t t h e p r o p o s i t i o n 
t h a t marke t d i v e r s i f i c a t i o n s t r a t e g y p r o d u c e s b e t t e r 
p e r f o r m a n c e r e s u l t f o r MNEs t h a n marke t c o n c e n t r a t i o n 
s t r a t e g y , 
- , - , CONGESTION, QUALITY DiFFERENClATION 
133 , REITMAN ( D a v i d ) . Endogenous q u a l i t y d i f f e r e n t i a t i o n i n 
c o n g e s t e d m a r k e t s . J o u r n a l of I n d u s t r i a l Economics . 
39 , 6? 1991, Dec; 6 2 1 - 4 7 . 
F i r m s s e l l i n g a p r o d u c t w i t h c o n g e s t i o n ,ea±erna-
l i t i e s t o a h e t e r o g e n e o u s p o p u l a t i o n of c u s t o m e r s have 
a.n i n c e n t i v e t o o f f e r d i f f e r e n t i a t e d l e v e l of q u a l i t y . 
I n a p r i c e c o m p e t i t i v e marke t d i f f e r e n t i a t i o n a r i s e s 
e n d o g e n o u s l y t h r o u g h t h e p r i c e s chosen by f i r m s . 
1 0 "> 
- , - , CONSTITUENTS PARTS, FINANCIAL 
134. RAO (K Rajeshwara) and RAjESHAM. Asses smen t of r e g u l a t i o n 
of f i n a n c i a l market i n I n d i a , I n d i a n J o u r n a l of P u b l i c 
E n t e r p r i s e . 9, 16; 1994, J u n e ; 4 2 - 5 5 . 
The main o b j e c t i v e of t h i s p a p e r i s t o i d e n t i f y 
t h e weaknes se s of t h e c o n s t i t u e n t p a r t s of t h e I n d i a n 
f i n a n c i a l marke t i n c l u d i n g t h e c i r c u m s t a n c e s t h a t gave 
r i s e t o t h e r e c e n t s e c u r i t i e s scam h i g h l i g h t i n g t h e need 
f o r e f f e c t i v e r e g u l a t i o n t h e r e o f . I n t h e p r o c e s s a 
r e v i e w of e x i s t i n g r e g u l a t i o n t h e c u r r e n t t r e n d s t h e r e i n 
work ing of t h e SEBI and o t h e r r e g u l a t o r y b o d i e s recomm-
e n d a t i o n s of t h e v a r i o u s c o m m i t t e e s and s t u d y g r o u p s . 
- , PRODUCT DEVELOPMENT 
135 . JOHN (P) . M a r k e t i n g ' s l i m i t e d r o l e i n new p r o d u c t 
deve lopmen t i n o n e c o n p u t e r sys tems f i r m . J o u r n a l of 
M a r k e t i n g R e s e a r c h . 30, 3 ; 1993, Nov; 40 5 - 2 1 . 
The m a r k e t i n g l i t e r a t u r e h a s t r a d i t i o n a l l y assumed 
t h a t p e o p l e i n m a r k e t i n g and s a l e s p l a y a c e n t r a l r o l e 
i n p r o d u c t deve lopment a c t i v i t i e s . Thought r e c e n t work 
h a s r e c o g n i 2 e d t h a t m a r k e t i n g may b e l e s s c e n t r a l i n 
h i g h t e a c h f i rm, t h e r e h a s b e e n l i t t l e e m p i r i c a l 
e x a m i n a t i o n of t h e r o l e m a r k e t i n g does p l a y i n t h e s e 
l o 
s i t u a t i o n s . T h i s a r t i c l e b a s e d on n i n e months of 
p a r t i c i p a n t o b s e r v a t i o n i n a computer sys tem f i r m , 
f i r s t p r o v i d e an o v e r v i e w of t h e p r o d u c t deve lopmen t 
p r o c e s s and t h a n d e s c r i b e s imped imen t s t h a t p r e v e n t 
m a r k e t i n g g r o u o s from e x e r t i n g g r e a t e r c o n t r o l ove r 
p r o d u c t deve lopmen t d e c i s i o n . 
-, PRODUCTION, BE^ 7CH MARKING 
136. VAiRAMUTHUVEL (R) . Benchmaking - t h e e s s e n c e of g l o b a l 
t r a d e . Management A c c o u n t a n t . 30, 3 ; 1995, Mar; 2 1 4 - 1 5 . 
iienchmaking i s an a t t e n t i o n - d i r e c t i n g mechanism 
and forward l o o k i n g benchmark ing i s t h e need of t h e 
hour t o make a company f i t t o b e a g l o b a l p l a y e r . I t 
i s t h e b e s t l e v e l of p e r f o r m a n c e t h a t can b e found 
i n s i d e o r o u t s i d e t h e o r g a n i s a t i o n . The re i s a need 
f o r a new t e c h n i q u e which w i l l h e l p a company t o a c h i e v e 
t h i s c o m p a r a t i v e c o s t e f f i c i e n c y and benchmark ing i s 
raean f o r t h i s p u r p o s e . 
i ; j 
-, PRODUCTS, CAiiiSORIZATION, INFCRMATION SEARCH BEHAVIOR 
137. OZANNE ( J u b e L ) , BRUCKS (Mer r i e ) and GREIAJAL (Dhruv) . Stud^ 
of i n f o r m a t i o n s e a r c h b e h a v i o r d u r i n g t h e c a t e g o r i z a t i o n of 
new p r o d u c t s . J o u r n a l of Consumer R e s e a r c h . 18, 4 ; 199 2; 
Mar . 4 5 2 - 6 3 , 
/ 
Consumers a r e c o n f r o n t e d w i t h h u n d r e d s o f new 
p r o d u c t s each y e a r y e t l i t t l e i s known abou t how t h e s e 
new p r o d u c t s a r e i n t e g r a t e d i n t o e x i s t i n g knowledge 
s t r u c t u r e s . Depending on t h e new p r o d u c t s s i m p l a r i t y 
o r d i s s i m i l a r i t y t o c a t f^gories s t o r e d i n memory, consumers 
i n f o r m a t i o n s e a r c h may b e i n f l u e n c e d . I n t h i s s t udy 
c o n s u m e r s ' i n f o r m a t i o n . S e e k i n g b e h a v i o r was e x p l o r e d 
d u r i n g t h e c a t e g o r i z a t i o n of new p r o d u c t s t h a t d i f f e r e d 
i n v a r y i n g d e g r e e s from p r e e x i s t i n g c a t e g o r y e x p e c t a -
s u g g e s t 
t i o n s . R e s u l t s / t h ' i t s u b j e c t s manage t h e c o g n i t i v e e f f o r t 
of s e a r c h by l i m i t ing t h e b r e a d t h o f s e a r c h . 
- , -, MULTINATIONAL, LAUNCH 
138. TiiK (Devendra) . Showman s p i r i t . B u s i n e s s I n d i a . i 4 6 ; 
1995, J a n u n r y ; 2 - 1 5 . 
T h e r e ' s no b e t t e r way t o announce t h e coming of 
t h e m u l t i n a t i o n a l s t h a n w i t h a b i g l a u n c h . Af te r a l l t h e 
h e c t i c a c t i v i t y i n t h e d i r e c t i o n o f pvibl ic r e l a t i o n 
a d v e r t i s i n g a g e n c i e s a r e now g e a r i n g t h e m s e l v e up i n 
a n o t h e r d e p a r t m e n t p r o m o t i o n s . 
i/l 
- , -, SSI, NORTHEAST 
139. SAIKIA ( S u n i l K) . M a r k e t i n g o f SSi p r o d u c t s in n o r t h -
e a s t . I n d i a n J o u r n a l of M a r k e t i n g . 24, 4 ; 199 5, Apr,. 
1 4 - 5 . 
M a r k e t i n g h a s b e e n c o n s i d e r e d a s o n e of t h e c r u c i a l 
p r o b l e m s f a c e d by t h e sma l l s c a l e i n d u s t r i e s (SSi) i n o u r 
c o u n t r y . The s u c c e s s of SSI now a d a y s m o s t l y d e p e n d s on 
t h e e f f e c t i v e m a r k e t i n g o f t h e p r o d u c t s . A l though t h e i r 
a r e c e r t a i n o t h e r f a c t o r s l i k e a v a i l a b i l i t y o f f i n a n c e , 
raw m a t e r i a l , power , s k i l l e d l a b o u r e t c . which a r e a l s o 
r e g a r d e d as i r t p o r t a n t o n e s b u t due t o i n c r e a s i n g of 
c o m p e t i t i o n eve ry d a y . Marke t i ng i s r e g a r d e d as most 
i r r p o r t a n t o n e i n t h e p r e s e n t day c o n t e x t . 
- , PROI40TION, EI-ERGING TRENDS 
140. GOVINDRAJAN (S) . Emerging t r e n d s i n p r o m o t i o n . Ijn Sahoo 
(SC) and S inha (H<:), Ed. Emerging t r e n d s i n I n d i a n marke-
t i n g . D e l h i , Academic F o u n d a t i o n , 199 l>p^l3 5-40 . 
I n t h i s a r t i c l e p o i n t s o u t t h a t t h e b e g i n n i n g s 
made i n t h e a r e a s o f p o s i t i o n i n g , c o m p a r a t i v e ads , 
p o l i t i c a l ads and t h e s h e l f space a c q u i r i n g w i l l r e a c h 
t h e i r p i n n a c l e i n t h i s d e c a d e . Author a l s o m a i n t a i n s 
t h a t r u r a l m a r k e t s w i l l g a i n i n p o r t a n c e and d i r e c t 
m a r k e t i n g w i l l b e g i n t o g a i n p r o m i n a n c e . T h e r e i s no 
i^ 
a v e r a g e I n d i a n consumer and t h u s t h e s e g m e n t a t i o n by 
demograph ic v a r i a b l e s h a s become r e d u n d a n t . 
- , OJESTIONNAIRE DESIGNS 
141 , MORTON-WILLIAMS ( J e a n ) . Q u e s t i o n n a i r e d e s i g n . I n Wbrees t e r 
(Rober t M), _Ed. Consumer marke t r e s e a r c h h a n d b o o k . London, 
Mc Graw H i l l , 1972#p69-10 2. 
Every s t a g e of a marke t r e s e a r c h s u r v e y i s of 
v i t a l i m p o r t a n c e i f v a l i d c o n c l u s i o n s a r e t o b e drawn 
from i t . But t h e d e s i g n of t h e q u e s t i o n n a i r e i s c e r t a i n l y 
one of t h e most c r i t i c a l p h a s e s . T h i s p a p e r ma in ly 
c o n c e r n e d w i t h t h e d e s i g n of s t r u c t u r e d q u e s t i o n n a i r e s 
f o r u s e i n f a c e t o f a c e i n t e r v i e w s . I t d o e s not d e a l w i th 
t h e deve lopment of g u i d e s f o r d e p t h i n t e r v i e w i n g nor 
w i t h t h e p r o b l e m s of q u e s t i o n n a i r e s f o r s p e c i a l p o p u l a -
t i o n s , such a s r e t a i l e r s o r p r o f e s s i o n a l i n v e s t o r s , 
- , RECESSION, EXPORTER, MOTIVATION 
142. ALMEIDH ( M e r l e ) . Coming home. B u s i n e s s I n d i a . 447 ; 1995, 
Apr-May; 1 4 6 - 5 1 . 
A r e c e s s i o n i n I n d i a ' s major m a r k e t s i s m o t i v a t i n g 
e x p o r t e r s t o l o o k w i t h new e y e s a t t h e home m a r k e t . With 
e x p o r t s biscoming e a s i e r . The government w i l l c o n t i n u e 
l / . i 
t o g i v e i n c e n t i v e s f o r e x p o r t s t o n e u t r a l i s e any t r a d e 
^ a p t h a t might o c c u r . The impact of new s u p n l i e r s i s 
o b v i o u s . The d i f f e r e n c e be tween I n d i a ' s m a r k e t s and 
o t h e r d e v e l o p e d m a r k e t s i s i n d e e d b l u r r i n g . 
- , RELATIONS, EXTRAMARKET, INTER FIRM 
143 . BOSE (/ innavajhula JG) . I n t e r - f i r m e x t r a marke t exchange 
r e l a t i o n s : An i n t e r p r e t i v e n o t e . Joxornal of S h r i Ram 
C o l l e g e o f Commerce. 15, 1; 199 5, J a n ; 6 4 - 7 4 . 
T h i s p a p e r examines b r i e f l y i n t e r - f i r m c o o p e r a t i o n 
and c o n f l i c t t h r o u g h t h e b u s i n e s s p r a c t i c e o f s u b -
c o n t r a c t i n g . A f t e r o u t l i n i n g t h e c o o p e r a t i v e f u n c t i o n a l 
f o r m s of t h i s w i d e s p r e a d p r a c t i c e i n s e c t i o n 1, t h e 
p a p e r h i g h l i g h t s i n s e c t i o n I I how some r a d i c a l and 
mod i f i ed n e o c l a s s i c a l w r i t i n g a c c o u n t s f o r t h e e x i s t -
ence of t h i s phenomenon, some c o n c l u d i n g r emarks abou t 
i n t e g r a t e d deve lopment of l a r g e and smal l i n d u s t r i e s 
a r e made i n s e c t i o n I I I , 
- , RESEARCH 
144. SINHA (PK) . M a r k e t i n g r e s e a r c h : A fcey t o s u c c e s s , i n 
Sahoo (SC) and Sinha (PK), ]|d. Emerging t r e n d s i n I n d i a n 
m a r k e t i n g . D e l h i , Academic F o u n d a t i o n , l 9 9 1 ^ p . l l 9 - 2 6 . 
i n 
The r e s e a r c h i n m a r k e t i n g i s c o m i n g / I t s i t s own 
1/i 
fo rced by t h e dynarnicity of consunners and t h e i n t e n s i t y 
of compet i t ion . However Indian f i rms are y e t not using 
t o t h e f u l l e s t . The main reason for t h i s i s t h e absence 
of 'Research C u l t u r e ' i n t h e o r g a n i s a t i o n s . Research i s 
not cons idered t o be an i n t e g r a l p a r t of the o r g a n i s a t i o n . 
-t-, DATA, CODING, EDITING, PROCESSING 
l45.ROUGHT(:^ (GVV) . Coding, e d i t i n g and p roces s ing of market 
r e sea r ch d a t a . Iji Worcester (Robert M), Ed. Consumer 
marT<et r e s e a r c h handbook. London, Mc Graw H i n , I972#p. 
239-64. 
Ed i t i ng , coding and data p rocess ing are obv ious ly 
an impor tan t p a r t of producing any market r e s e a r c h 
su rvey . They are l a r g e l y c l e r i c a l o p e r a t i o n s which t o 
a g r e a t e r or l e s s e r e x t e n t make use of modern da ta 
p roces s ing t e c h n i q u e s . The g e n e r a l p r i n c i p l e s are much 
t h e same as those applying t o o the r forms of paper 
p r o c e s s i n g . The d i s c i p l i n e s necessary in an automated 
accounting system have much in common with t hose 
necessa ry in market r e s e a r c h . 
1/) 
- , - , EXPERIMENTAL, DESIGN, EFFICIENT 
146. KUHFELD ( v / a r r e n F ) . E f f i c i e n t E x p e r i m e n t a l D e s i g n w i t h 
M a r k e t i n g R e s e a r c h A p p l i c a t i o n s . J o u r n a l o f Marke t ing 
R e s e a r c h . 3 1 , 4 ; 1994, NQV; 54 5 - 5 7 . 
The A u t h o r s s u g g e s t t h e u s e of D _ e f f i c i e n t e x p e r i -
men ta l d e s i g n f o r c o n j o i n t and d i s c r e t e - c h o i c e s t u d i e s , 
d i s c u s s i n g o r t h o g o n a l a r r a y s , n o n o r t h o g o n a l d e s i g n , 
r e l a t i v e e f f i c i e n c y , and n o n - o r t h o g o n a l d e s i g n a l g o r i t h m s . 
They c o n s t r u c t d e s i g n s f o r a c h o i c e s t u d y w i t h asymmetry 
and i n t e r a c t i o n s and f o r a c o n j o i n t s t u d y w i t h b l o c k s 
and a g g r e g a t e i n t e r a c t i o n s . 
- , - , MULTIVARIATE ANALYSIS 
147. HOLMES (C) . M u l t i v a r i a t e a n a l y s i s of marke t r e s e a r c h d a t a . 
I n Wo rce s t e r (Rober t M), Ed. Consumer marke t r e s e a r c h 
hand b o o k . London, Mc Graw H i l l . 1972>p,312-35. 
I n e v i t a b l y t h i s c h a p t e r on m u l t i v a r i a t e a n a l y s i s 
can o n l y t o u c h t h e s u r f a c e of t h e s u b j e c t . I t i s hoped 
t h a t t h e r e f e r e n c e s p r o v i d e d w i l l e n a b l e b o t h s p e c i a l i s t 
and non s p e c i a l i s t s e e k i n g t o widen t h e i r knowledge i n 
t h i s complex f i e l d t o a g r e a t e r u n d e r s t a n d i n g of m u l t i -
d i m e n s i o n a l s p a c e . I n c r e a s i n g u s e i s b e i n g i s made o f 
t e c h n i q u e s l i k e f a c t o r a n a l y s i s , m u l t i p l e r e g r e s s i o n . 
1 / 0 
and so on of ten i n a p p r o p r i a t e s i t u a t i o n s on da ta t h a t are 
not amenable t o such a n a l y s e s . The market r e sea rche r faced 
with such a too lbag of t echn ique must be f a m i l i a r enough 
with t h e sub jec t t o u t i l i z e t h e r i g h t t e c h n i q u e s . 
-,-, RELATIONSHIPS, TRUST 
148. MOORMAN ( C h r i s t i n e ) , DESHPANDS (Rohit) and ZALTMAN (Gera ld ) . 
F a c t o r s a f f e c t i n g t r u s t i n market r e s e a r c h r e l a t i o n s h i p s . 
J o u r n a l of Market ing. 57, 1; 1993, January ; 8 1 - 1 0 1 . 
Th i s theory focuses on t h e f a c t o r s t h a t determine 
u s e r s ' t r u s t i n t h e i r r e s e a r c h e r s , i nc lud ing i n d i v i d u a l , 
i n t e r p e r s o n a l , o r g a n i z a t i o n a l , i n t e r o r g a n i z a t i o n a l and 
p r o j e c t f a c t o r s . The theory i s t e s t e d i n a s ir tple of 779 
u s e r s . R e s u l t s i n d i c a t e t h a t t h e i n t e r p e r s o n a l f a c t o r s 
are t h e most p r e d i c t i v e of t r u s t . Among t h e s e f a c t o r s 
perce ived r e s e a r c h e r i n t e g r i t y , w i l l i n g n e s s t o reduce 
r e s e a r c h u n c e r t a i n t y , c o n f i d e n t i a l i t y , e x p e r t i s e 
t a c t f u l n e s s , s i n c e r i t y , c o n g e n i a l i t y and t i m e l i n e s s are 
most s t rong ly a s s o c i a t e d with t r u s t . Among t h e remaining 
f a c t o r s , t h e f o r m a l i z a t i o n of the u s e r ' s o r g a n i z a t i o n , 
t h e c u l t u r e of t h e r e s e a r c h e r ' s department or o r g a n i z a -
t i o n , t h e r e s e a r c h o r g a n i s a t i o n ' s or depa r tmen t ' s power 
and t h e ex ten t t o which t h e r e s e a r c h i s customized a lso 
a f f e c t t r u s t . These f i n d i n g s g e n e r a l l y do not change 
ac ros s d i f f e r e n t t y p e s of dyadic r e l a t i o n s h i p s . 
1 / 
- , - , STATISTICS _^id SIGNIFICANCE TESTING 
149. HARRIS ( P a u l ) . S t a t i s t i c s and s i g n i f i c a n c e t e s t i n g . In 
Worcester (Robert M), Ed. Consumer marl<et r e sea r ch hand 
book. London, Mc Graw H i l l , 197 2#p^6 5-311. 
As market r e s e a r c h i s concerned mostly with counting 
and measuring i t . I t i s not s u r p r i s i n g t h a t t h e theory of 
s t a t i s t i c s can p lay an i n p o r t a n t p a r t i n a s s i s t i n g 
r e s e a r c h e r s t o c o l l e c t v a l i d samples of da ta and in 
h e l p i n g them t o draw c o r r e c t conc lus ions from t h a t d a t a . 
The c o l l e c t i o n aspect of s t a t i s t i c s had a l ready been 
covered i n exper imenta l sampling and d e s i g n . In t h i s 
paper t h e emphasis w i l l be on the ' a n a l y s i s and i n t e r -
p r e t a t i o n ' a spec t s of s t a t i s t i c s dea l ing mainly with 
simple d e s c r i p t i v e measures c a l c u l a t e d from survey da ta 
and the t e s t i n g of hypotheses about t h a t d a t e . 
- , - , TD:HNI QJES 
150. KAYi:;^ J< (Erdener) . Marketing r e sea rch t e chn iques and 
approaches for LDCs. i n Kindra (GG) ^  Ed. Marketing in 
developing c o u n t r i e s . Delhi , Selectbook Serv ice synd ica t e . 
198 5#p;>30-52. 
In LDCs marketing r e sea r ch has t h r e e major r o l e 
t o p l a y . The f i r s t i s t h e c los ing of t h e gap between 
p roduc t ion p o s s i b i l i t i e s and demand i n t h e i n t e r n a l 
1 / . 
market. The discovery of the measurement & the di rec t ion ot 
,) marketing ef for ts t o sat isfy such segments are inpor tant 
aspects of marketing research. The second ro l e of marke-
of 
t ing research in LDCs l i e s in the coo rd ina t i on / ac t i v i t i e s 
within the marketing channel. The t h i r d ro le l i e s in the 
evaluation of external demand for the countr ies output, 
e i ther in the form of exportable products or importables 
such as tourism. 
-,-, TRADE 
151. ARNOTT (Gerry). Trade research. Jn Vforcester (Robert M), 
Ed. Consumer market research hand book. London, Mc Grav? 
H i l l . 1972»p^l20-4 2. 
Trade research i s a co l l ec t ive term for a se r i es 
of specia l ly developed techniques serving the needs and 
object ives of marketing management at the various stages 
of the d i s t r i b u t i o n network. Jus t as the elementary 
methods of consumer research have been adapted and 
improved to gear them more spec i f ica l ly to pa r t i cu la r 
problems so the basic techniques of research among the 
d i s t r i b u t i v e t rades have been refined from the or ig ina l 
to meet current demands. 
1/j 
- , - , QUALITATIVE _aj^ MOTIVATION 
152, SAMPSON (Peter) . Q u a l i t a t i v e r e sea r ch and mot iva t ion 
r e s e a r c h . I n . Vfercester (Robert M), Ed. Consumer market 
r e sea r ch hand bool<. L o n ^ n , Mc Graw H i n , 1972. p . 7-27. 
The whole a rea of q u a l i t a t i v e r e sea r ch i s one 
which h a s r ece ived an i n c r e a s i n g emphasis in recen t 
y e a r s . Th i s h a s occur red without a p a r a l l e l i n c r e a s e 
i n a t t e n t i o n t o methodology. I t i s an a rea v*iich appears 
t o be f a m i l i a r t o almost every body bu t r e a l l y known and 
unders tood by a much smal le r number of market r e s e a r c h e r s . 
To t h e many i t i s a f i e l d of market r e sea rch vfriich l a c k s 
s u b t l e t y and r e q u i r e s l i t t l e s k i l l . TQ t h e export i t i s 
t h e complete r e v e r s e . 
- , RURAL 
153, MURTHY (C Narasimha) and SHANKARAlAH (A) . Rural market ing: 
O p p o r t u n i t i e s and c h a l l e n g e s . Ind ian Jou rna l of Commerce. 
48, 3; 1994, Sep; 70 -8 . 
The r u r a l s e c t o r with about t h r e e - f o u r t h of t o t a l 
popu la t i on and 5,76,000 v i l l a g e form core p a r t i n t h e 
market ing system of I n d i a , In s p i t e of i t s l a r g e s i z e 
and h igh market p o t e n t i a l , i t rona in r e l a t i v e l y a 
neg lec t ed and une^qplared a rea when compared with urban 
s e c t o r . Th i s i s mainly due t o seve ra l complex problems 
invo lved in r u r a l market ing such as low l i t e r a c y l eve l 
1^ 
of r u r a l c o n s u m e r s . Low p u r c h a s i n g power, poor s t a n d a r d 
of l i v i n g , l a c k of p r o p e r communica t ion and d i s t r i b u t i o n 
f a c i l i t i e s , l a c k of e x t e n s i v e b a n k i n g f a c i l i t i e s and 
c u l t u r a l b a c k w a r d n e s s o f p e o p l e e t c . On a c c o u n t of t h e s e 
f a c t o r s t h e r e i s an e s t a b l i s h e d f e e l i n g among most of t h e 
b u s i n e s s p e o p l e t h a t r u r a l m a r k e t s a r e u n d e r - d e v e l o p e d 
and do not o f f e r good m a r k e t i n g o p p o r t u n i t i e s f o r modern 
consumer goods , consumer d u r a b l e s and s e r v i c e s . 
- , - , CHALLENGES 
SAF.^I, KUM.AR (Y) . Urban r e f e r e n c e and d i v i d e d r u r a l 
m a r k e t s : Sea rch fo r a f ramework. I n d i a n J o u r n a l of 
M a r k e t i n g . 24, 4 ; 199 5, Apr. 5 -9 . 
A r e v i e w of l i t e r a t u r e r e l a t e d t o s t r a t e g y recomm-
e n d a t i o n for r u r a l m a r k e t s i n d i c a t e i n t e r e s t i n g c o n t r a -
d i c t i o n . These c o n t r a d i c t o r y v i e w s of p r a c t i t i o n e r s 
s u g g e s t an u r g e n t need t o d e v e l o p a f ramework. The 
framework can b e e x p e c t e d t o o r g a n i z e t h e knowledge 
and p r o v i d e c l a r i t y t o t h e a v a i l a b l e knowledge a t t h e 
same t i m e g u i d e f u t u r e r e s e a r c h . The u s e of u rban m a r k e t s 
a s a r e f e r e n c e for p r o v i d i n g an u n d e r s t a n d i n g of r u r a l 
marke t i s i m p l i c i t i n t h e v i e w s of p r a c t i t i o n e r s b u t need 
e x p l i c i t use f o r o r g a n i z i n g knowledge and f o r r e s e a r c h . 
The use of u rban m a r k e t s as r e f e r e n c e p o i n t has b r o u g h t 
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t o f o r c e t h e need t o c o n s c i o u s l y t r e a t r u r a l m a r k e t s no t 
a s a homogenous market b u t a s a c o l l e c t i o n of m a r k e t s . 
- , -, CONSUiMERS 
155, RAjENDRAN ( D i a n a ) . R u r a l m a r k e t i n g of consumer s o f t s . 
I n d i a n J o u r n a l of M a r k e t i n g . 24, 4 ; 199 5, Apr. 1 0 - 3 . 
R u r a l m a r k e t i n g i s d e s c r i b e d o f t e n a s c h a l l e n g i n g , 
f a s c i n a t i n g , e x p a n d i n g and h i g h l y p r o f i t a b l e . Need i d e n t i -
f i c a t i o n of t h e r u r a l consumers seems t o be p r o b l e m a t i c 
due t o t h e i r v a r i e d t r a d i t i o n s , s e n t i m e n t s , s u p e r s t i t i o n s , 
b e l i e f s a t t i t u d e s and c u s t o m a r y p r a c t i c e s . 
- , - , - , EMERGING 
156 . MUKUNDA DAS (V) , I n d i a ' s emerg ing consumer m a r k e t s : R e l e -
v a n c e of t h e e v o l v i n g r u r a l consuming s y s t e m s . ^ Sahoo 
(3C) and Sinha (PK), Ed. Emerging t r e n d s i n In '^ ian marke-
t i n g . D e l h i , Academic F o u n d a t i o n , 1 9 9 1 # p j l - a 2 . 
A s tudy of t h e e v a l u a t i o n of t h e r u r a l consuming 
sy s t em i s r e l e v a n t i n a d e v e l o p i n g economy l i k e I n d i a , 
T h i s i s b e c a u s e of t h e f a c t t h a t r u r a l market i s assuming 
g r e a t e r i n p o r t a n c e day by day w^ich i n t u r n i s due t o 
improved a g r i c u l t u r a l p r o d u c t i v i t y and t h e f low of 
i n c r e a s i n g l y l a r g e i n v e s t m e n t s t o r \ i r a l s e c t o r from 
v a r i o u s s o u r c e s . Anthor d i s c u s s e d t h e e v o l u t i o n of t h e 
I6i 
r u r a l consuming sys tem and i t s r e l e v a n c e i n I n d i a . The 
a u t h o r o b s e r v e s two i m p o r t a n c e c h a n g e s i n t h e b u y i n g 
p a t t e r n of t h e r u r a l consumer v i z . change from more l a n d 
t o more consumer d u r a b l e s and change from l o c a l l y made 
goods t o u rban consumer g o o d s . 
-, -, GRO^ J^TH cmd CHALLENGES 
157. PATRO (SK) . Growth and c h a l l e n g e s o f r u r a l m a r k e t . I n . 
Sahoo (SC) and Sinha (PK), Ed. Emerging t r e n d s i n I n d i a n 
m a r k e t i n g . D e l h i , Academic F o u n d a t i o n . 1991#p,64-70. 
The I n d i a n r u r a l marke t i s v a s t e x p a n d i n g . The 
m a n u f a c t u r e r s p a r t i c u l a r l y o f consumer p r o d u c t s have 
s t a r t e d t a p p i n g t h i s m a r k e t . Author i n t h i s pape r h a s 
p o i n t e d o u t t h e how and why of t h e g rowth of r u r a l 
m a r k e t . While a n a l y s i n g t h e emerg ing s c e n a r i o of t h e 
r u r a l marke t t h e a u t h o r s u g g e s t s t o t a k e n o t e of 
i n s t i t u t i o n a l r e f o r m s , i n c r e a s e d i n v e s t m e n t i n r u r a l 
deve lopmen t e t c . He o p i n e s t h a t no u n i f o r m s t r a t e g y 
c a n be a d o p t e d t o marke t goods t o a l l segments of t h e 
r u r a l market which a r e v a r i e d i n n a t u r e . 
IS.] 
- , _, RR0aLE^5S 
158. NABI {mi) and RAur (KC) . P rob lems and i t r i p e r a t i v e s of 
r u r a l mar>:eting i n I n d i a . I n d i a n J o u r n a l of Marlcet jng. 
24, 2 - 3 ; 199 5, Feb - Mar;,, 1 6 - 2 4 . 
I n d i a l i v e s in h e r v i l l a g e s and h e r econotny even 
now can be t e r m e d a s r u r a l . N e a r l y 75% of t h e p e o p l e 
l i v e s i n v i l l a g e s which i n t h e yea r 2000 would b e i n 
t h e o r d e r of 69.5% of t h e t o t a l I n d i a n p o p u l a t i o n . Thus , 
by t h e t u r n of t h e c e n t u r y t h e r e seems no p e r c e p t i a b l e 
change i n t h e r u r a l u rban d icho tomy of t h e I n d i a n 
demography. 
- , - , PRODUCT AWARENESS 
159. SHEKHAR (V). Product awareness and use in ru ra l markets. 
Indian Journal of xMarketinq.9-12. 23? 19^4? Sep-DAC? 16-19. 
This a r t i c l e shows tha t the ru ra l markets have a 
low awareness towards the products examined. Agricultural 
products have a fair degree of awareness in rura l markets, 
There i s a subs tant ia l va r ia t ion in awareness and use 
across income and product c l a s s . The rura l market i s 
made up of d i s t i n c t segments and therefore the s t r a t e g i e s 
to penetra te into rura l markets haveto be en t i r e ly 
d i f fe ren t from these of urban markets. The communication 
and d i s t r i bu t i on are the two v i t a l aspects of rura l 
marketing. 
li 
-, -, TRANSPORTATION 
160. REDDY ( i n d r a s e n a ) . T r a n s p o r t a t i o n and r u r a l m a r k e t i n g , 
I n d i a n J o u r n a l of M a r k e t i n g . 24, 5; 199 5, May; 3 - 5 . 
The I n d i a n r u r a l marke t , w i t h i t s v a s t s i z e and 
demand o p t i o n a l o f f e r s g r e a t o p p o r t u n i t i e s t o m a r k e t e r s . 
More t h a n 3 / 4 t h of t ^ e I n d i a n consumers l i v e i n r u r a l 
a r e a s and more t h a n h a l f of t h e n a t i o n a l income i s 
g e n e r a t e d from r u r a l s e c t o r . I n t e r m s of b u s i n e s s volume, 
r u r a l market i s a b i g market fo r food i t e m s , a g r i c u l t u r a l 
i n p u t and even fo r non food i t e m s . The r u r a l market of 
I n d i a h a s grown s t e a d i l y t h r o u g h t h e y e a r s . B e s i d e s 
growth t h e c o m p o s i t i o n of t h e demand h a s been c h a n g i n g 
s i g n i f i c a n t l y . 
- , SALES, FiANAGERS, INFORMATION SUPPORT 
161. STONE (Robert W) and GOOD (David J ) . Information supported 
for sales managers. Indust r ia l Marketing Management. 23, 4; 
1994, Oct; 281-86. 
Indus t r ia l sa les managers must accomplish a var ie ty 
of tasks within a highly competitive environment. One 
cruc ia l r e spons ib i l i t y i s to develop andm maintain a 
market place advantage. An irrportant new source for such 
an advantage, and the focus of t h i s study i s the informa-
t ion provide by the organizat ion to the i ndus t r i a l sa les 
1 8 , ) 
managers. Enpirical evidence from 108 firms indicated to 
provide sales managers more internal than external 
information. 
- , - , PERSONNEL, STEREOTYPES, e f f e c t on SELLING ENVIRONMENT 
162. BABIK (Bar ry J ) , BOLES (James S) and DARDEN (Wi l l i am R) . 
S a l e s p e r s o n s t e r e o t y p e s , consiimer e m o t i o n s and t h e i r 
impact on i n f o r m a t i o n p r o c e s s i n g . J o u r n a l of t h e Academy 
of M a r k e t i n g S c i e n c e . 23, 2; 1995, J u l y ; 94-10 5. 
T h i s s t u d y examines s a l e s p e r s o n s t e r e o t y p e s and 
t h e i r e f f e c t on t h e s e l l i n g e n v i r o n m e n t . A f t e r r e v i e w i n g 
r e l e v a n t l i t e r a t u r e , t h e a u t h o r s advance a h i e r a r c h i c a l 
s t r u c t u r e of s a l e s p e r s o n s t e r e o t y p e c a t e g o r i e s . E x p e r i -
menta l r e s u l t s s u g g e s t t h a t s t e r e o t y p e i n f l u e n c e consumer 
e m o t i o n s and t h e s e e m o t i o n s t h e n m e d i a t e t h e r e l a t i o n s h i p 
be tween s t e r e o t y p e a c t i v a t i o n and s u b s e q u e n t consumer 
c o g n i t i o n s . 
- , SALi^ iSMANSHlP, TECHNIOJES 
163 . JATANA (Renu) . T e c h n i q u e s of e f f e c t i v e s a l e s m a n s h i p . I n d i a n 
J o u r n a l of M a r k e t i n g . 23, 9 - 1 3 ; 1994, Sep - Dec; 3 - 6 . 
o f 
R e t a i j L i n q / t o d a y i s a v e r y d i f f i c u l t and c h a l l e n g i n g 
t a s k due t o new t e c h n i q u e s , s t i f f e r c o m p e t i t i o n and 
i n c r e a s e d p u r c h a s i n g power of t h e consumer . Vfe w i l l a l s o 
1 6 \ ) 
come t o "know more and more about t h e hioman b e i n g s who a r e 
o u r c u s t o m e r s and p o t e n t i a l c u s t o m e r s and a s we a r e 
e n t i r e l y dependen t upon them. Cus tomer s and p o t e n t i a l 
c u s t o m e r s of t o d a y a r e more w e l l informed and w e l l u n d e r -
s t a n d t h e v a r i o u s i n f o r m a t i o n p r e s e n t e d t o them t h r o u g h 
d i f f e r e n t communica t ion medias , c o n c e r n i n g qxia l i fy p r i c e , 
a s s e r t m e n t e t c . Cus tomers a r e a l s o becoming more and more 
Consc ious of t h e i r i m p o r t a n c e t o t h e r e t a i l o r s and a l s o 
about t h e i r r i g h t s a s c o n s u m e r s . T h i s h a s p r o b a b l y chantred 
t h e marke t p o s i t i o n from t h a t of a s e l l e r s ' market t o 
o n e of a b u y e r s m a r k e t . 
- , SAL BSMEN, PER SO NALIT IE S 
164. SHAiLAJA and SUNANDA. S a l e s m a n - p e r s o n a l i t i e s and s e l e c t i o n . 
I n d i a n J o u r n a l of M a r k e t i n g . 23, 9 - 1 2 ; 1994, Sep - Dec; 
1 4 - 5 . 
C l o t h e s and a p n e a r a n c e a r e v i s u a l communica to r s , 
which r e f l e c t o n e ' s p s y c h o l o g y . I n t o d a y ' s market 
Consumers have a m u l t i t u d e of new f a b r i c s and from 
which &ae h a s t o make a c h o i c e . T h i s c h o i c e i s dependen t 
on v a r i o u s f a c t o r s l i k e f r i e n d s , r e l a t i v e s , n e i g h b o u r s , 
c a p i t a l p u r p o s e t i m e , cus tomer and t r a d i t i o n b u t c h o i c e 
a l s o depends on t h e sa lesman who i n f l u e n c e s consumers 
a t t h e t i m e of p u r c h a s e . Because s a l e of p r o d u c t i s an 
\:u 
i m p o r t a n t a s p e c t which u l t i m a t e l y d e c i d e s t h e t u r n ove r 
of t h e s h o p . T h e s e s a l e s a r e made t h r o u g h s p e c i a l l y 
a p p o i n t e d p e r s o n s , t h e sa lesman o r s a l e s p e r s o n a l . S a l e s -
man i s t h e p e r s o n who i s i n v o l v e d i n t h e s a l e of any 
p r o d u c t t h a t comes t o t h e mar>:ets . 
- , SALESMEN, PERSONALITY CHARACTERISTICS 
165. STRUTION (Dav id ) , PELTON (Lou E) and LUMPKIN (James R) . 
P e r s o n a l i t y c h a r a c t e r i s t i c s and s a l e s p e o p l e ' s c h o i c e of 
c o p i n g s t r a t e g i e s . J o u r n a l of t h e Academy of Marlcetinq 
S c i e n c e . 2 3 , 2 ; 1995, J u l y ; 132-40 . 
The i s s u e of whether s a l e s p e o p l e cope w i t h s a l e s 
s t r e s s c o r s i n ways c o n s i s t e n t w i t h t h e i r p e r s o n a l i t y 
c h a r a c t e r i s t i c s r e m a i n l a r g e l y u n a d d r e s s e d in t h e 
e r r p i r i c a l l i t e r a t u r e . Should c e r t a i n p e r s o n a l i t y c h a r -
a c t e r i s t i c s maXe s a l e s p e o p l e more s t r e s s r e s i s t a n t , 
i r tp l i c a t i o n s f o r t | i e s e l e c t i o n of s a l e s c a n d i d a t e s 
a l r e a d y p o s s e s s i n g such c h a r a c t e r i s t i c s w i t h i n e x i s t i n g 
s a l e s p e o p l e c o u l d be d e v e l o p e d . 
L^  
- , SALES PROMOTION 
166, CHOUDHURY (Pran K) . Incent ives for consuniption. Advertising 
ai-.r Marketing. 7, 5; 1995, June; 26-7. 
Sales promotion has become one of t h e most inportant 
marketing t o o l s . Marketing holds the "key t o success in 
business today. In India one sector to another, we are 
witnessing a dramatic sh i f t from a production dominated 
t o a consumer oriented business cu l ture , from some time 
monopolistic supply t o open competition t o sat isfy consumer 
demand. 
-, - , FUTURE 
167, MENON (Rajesh) . Coming splurge. Advertising and Marketing. 
6, 20; 1995, Jan; 22-6. 
From being a poor cousin of advert is ing, sales 
promotion will soon occupy centre s tage. The sa les 
promotion industry, h i the r to relegated as the poor 
cousih of advert is ing i s f i na l l y going to find i t s 
place in the sun. The r e s t of t h i s century is going 
to see many changes in sa les promotion t rends in India, 
16 \ 
- , SAMPLING 
168. COLLINS ( M a r t i n ) . Sampl ing . I n Vt ) rces te r (Rober t M), Ed. 
Consumer marke t r e s e a r c h hand b o o k . London, Vx: Graw H i l l . 
197 2 ,p .52-68 . 
T h i s paper i n d i c a t e s t h a t s a n p l i n g i s an e s s e n t i a l 
i n g r e d i e n t of market r e s e a r c h and can b e j u s t i f i e d on a 
number of g r o u n d s . I n t e r m of p r a c t i c a l i t y i t would s imply 
no t be i ^ ' ^ s i b l e t o e s t a b l i s h t h e h a b i t s , v i e w s o r r e q u i r e -
ment of e v e r y member of t h e p o p u l a t i o n . Each t i m e market 
r e s e a r c j i was c a l l e ' d upon. Again , q u i t e , c l e a r l y , t h e c o s t 
of such a mammoth e x e r c i s e would b e p r o h i b i t i v e . L e s s 
o b v i o u s l y sampl ing a l lov i s u s t o c o n c e n t r a t e o u r a t t e n t i o n 
upon a r e l a t i v e l y s m a l l number of p e o p l e and hence t o 
d e v o t e more e n e r g y t o e n s u r i n g t h a t t h e i n f o r m a t i o n 
c o l l e c t e d from them i s a c c u r a t e . 
- , SBGMEKTATION, CONSTRUCTING 
169. LUNN (Tony) . Segment ing and c o n s t r u c t i n g m a r k e t . Ijn 
Vforcester (Rober t M), E^. Consumer marke t r e s e a r c h hand 
b o o k . London. Mc Graw H i l l . 1972^1^34 5 - 7 7 . 
T h e r e i s s t i l l c o n s i d e r a b l e scope f o r improvement 
i n s e g m e n t a t i o n me thodo logy . However, i n some r e s p e c t s 
i t h a s a l r e a d y o u t run t h e p r a c t i c a l v a l u e b e i n g d e r i v e d 
by m a r k e t i n g and a d v e r t i s i n g men. T h i s f i n a l s e c t i o n 
IM) 
summarizes some problems a r i s i n g from or i n h i b i t i n g t h e 
a p p l i c a t i o n of t h i s type of p r o j e c t . F i r s t t h e r e i s s t i l l 
a b a s i c susp ic ion biy some marketing men of t h e whole 
segmentat ion ph i losophy . Second some of t h e e a r l y segmen-
t a t i o n . S tud ie s produced d i s a p p o i n t i n g r e s u l t s . Third 
give t h e volume and complexity of segmentat ion reseach 
f i n d i n g s a p a r t i c u l a r s t r a i n i s placed upon c l i e n t 
c r e d i b i l i t y and c l i e n t r e sea r che r r e l a t i o n s h i p . 
- , - , lOTERNATIONAL 
BALABAKI (imad B) and MALHOTRA (Naresh K). Marketing 
management bases for i n t e r n a t i o n a l market segmentat ion: 
An a l t e r n a t e look a t t h e s t a n d a r d i z a t i o n / c u s t o m i z a t i o n 
deba t e . I n t e r n a t i o n a l Marketing Review. 10, 1; 1993, 
Jan; 19-44. 
In t h e i r e d i t o r i a l l e t t e r in t h e J o u r n a l of 
Marketing Cunningham and Green (1984) r evea l t h a t 
d e s p i t e t h e overwhelming i n c r e a s e in i n t e r n a t i o n a l 
marketing a c t i v i t i e s , a r ecogn izab le dea r th in r e sea r ch 
with an i n t e r n a t i o n a l o r i e n t a t i o n i s s t i l l apparen t . 
They c i t e i n t e r n a t i o n a l marke t ' segmenta t ion i s be ing 
among t h e impor tan t t o p i c s dese rv ing more conceptual 
and empi r i ca l r e s e a r c h . 
l;ii 
- , - , MANAGEMENT, CONJOINT ANALYSIS 
1 7 1 , DESARBO (Wayne S) and COHEN (S t even H) . Market segmen-
t a t i o n w i t h c h o i c e c o n j o i n t a n a l y s i s . M a r k e t i n g L e t t e r s . 
6 , 2; 199 5, Apr; 1 3 7 - 4 7 . 
C h o i c e - b a s e d c o n j o i n t a n a l y s i s h a s i n c r e a s e d i n 
p o p u l a r i t y i n r e c e n t y e a r s among m a r k e t i n g p r a c t i t i o n e r s . 
Tye t y p i c a l p r a c t i c e i s t o e s t i m a t e c h o i c e - b a s e d c o n j o i n t 
m o d e l s at t h e a g g r e g a t e l e v e l , g i v e n i n s u f f i c i e n t d a t a 
f o r i n d i v i d u a l l e v e l e s t i m a t i o n of p a r t w o r t h s . H e r e i s 
d i s c u s s e d method f o r s e g m e n t a t i o n w i t h c h o i c e - b a s e d 
c o n j o i n t m o d e l s . T h i s method d e t e r m i n e s t h e number of 
marke t segment t h e s i z e of each marke t segment and t h e 
v a l u e of segment l e v e l c o n j o i n t p a r t wor th u s i n g commonly 
C o l l e c t e d c o n j o i n t c h o i c e d a t a . A major a d v a n t a g e of t h e 
p r o p o s e d method i s t h a t c u r r e n t ( i n c o m p l e t e ) d a t a c o l l e c -
t i o n a p p r o a c h e s f o r c h o i c e - b a s e d c o n j o i n t a n a l y s i s can 
s t i l l b e u s e d f o r marke t s e g m e n t a t i o n w i t h o u t h a v i n g t o 
C o l l e c t a d d i t i o n a l d a t a . 
- , - , MEASUREMENT, CONJOINT ANALYSIS 
172. GREEN (Paul E) and KRIB3ER (Abba M) . Segment ing m a r k e t s 
w i t h C o n j o i n t a n a l y s i s . J o u r n a l o f M a r k e t i n g . 55, 4 ; 
1991, O c t ; 2 0 - 3 1 . 
C o n j o i n t a n a l y s i s i s a u s e f u l measuremeant method 
f o r i m p l e m e n t i n g marke t s e g m e n t a t i o n and p r o d u c t p o s i t -
;J ) 
i o n i n g . The a u t h o r d e s c r i b e how r e c e n t l y d e v e l o p e d o p t i m a l 
p r o d u c t d e s i g n models p r o v i d e a way t o t e s t t h e e f f e c t i v e -
n e s s of a s e l e c t e d c l a s s of marke t t a r g e t i n g s t r a t e g i e s . 
They f i r s t p r o p o s e a c o n c e p t u a l framework f o r d e s c r i b i n g 
s e g m e n t a t i o n in t h e c o n t e x t of c o n j o i n t a n a l y s i s i n p u t 
d a t a . Then t h e y a p p l y t h a t framework t o an i l l u s t r a t i v e 
c a s e s t udy e n t a i l i n g p h y s i c i a n s . P r e f e r e n c e s fo r a newly 
d e v e l o p e d p r e s c r i p t i o n d r u g . They c o n c l u d e w i t h a 
d i s c u s s i o n of t h e l l i m i t a t i o n of t h e p r o p o s e d method. 
-, -, PRODUCT, INTRODUCTION, TIMING 
173. MOORTHY (K S r i d h a r ) and i J G ( I P L ) . Market s e g m e n t a t i o n 
c a n n i M i ^ ^ t j n n and t h e t i m i n g of p r o d u c t i n t r o d u c t i o n s . 
Management S c i e n c e . 38, 3 ; 1992, Mar. 3 4 5 - 5 9 . 
C o n s i d e r a s e l l e r who f a c e s two cus tomer segments 
w i t h d i f f e r i n g v a l u a t i o n s of q u a l i t y of a d u r a b l e p r o d u c t . 
Demand i s s t a t i o n a r y and known, t h e t e c h n o l o g y e x i s t s t o 
r e l e a s e two p r o d u c t , s i m u l t a n e o u s l y and t h e s e l l e r can 
commit i n advance t o s u b s e q u e n t p r i c e s and q u a l i t i e s . 
Should he i n t r o d u c e two d i f f e r e n t i a t e d p r o d u c t s - a t once 
o r one a t a t i m e ? Under t h e s i m u l t a n e o u s s t r a t e g y , t h e 
lower q u a l i t y would c a n n i b a l i z e demand f o r t he h i g h e r 
q u a l i t y . 
l;ij 
- , SERVICE, AETERSALE 
174. RAMANI (S) and RAMJI S) . S e r v i c e a f t e r s a l e s i n t h e I n d i a n 
s c e n e - p r o b l e m s and p r o s p e c t s . I n d i a n J o u r n a l of Marke t i ng . 
16, 6; 1986, Feb ; 3 0 - 2 . 
The i n f o r m a t i o n o b t a i n e d i s c o n f i n e d o n l y t o 
v i e w s e x p r e s s e d by t h e some v e r y s e n i o r s e r v i c e a f t e r 
s a l e s managers number ing 5(U who p a r t i c i p a t e d i n a s e r i e s 
o f s e m i n a r s c o n d u c t e d by u s on t h e t h e m e . S e r v i c e a f t e r 
s a l e s (where t h e y t o o k p a r t i n some g roup e x e r c i s e s ) 
some v a l u a b l e i n f o r m a t i o n h a s been o b t a i n e d as a r e s u l t . 
- , - , BANKD^ lG 
175. KAPTAM (San jay Shankar) . Marke t i ng of bank s e r v i c e s . 
I n d i a n J o u r n a l of M a r k e t i n g . 22, 1-3; 1994, Mar - June ; 
1 4 - 2 0 . 
M a r k e t i r ^ r e q u i r e s a w e l l - c o - o r d i n a t e d e f f o r t s a t 
a l l l e v e l s of t h e o r g a n i z a t i o n , n e c e s s a r y i n f r a s t r u c t u r e 
becomes v e r y v i t a l f o r i t s s u c c e s s . The scheme d e s i g n e r s 
p S b l i c i t y d e p a r t m e n t s , sys t em of p r o d u c e r s , s t a t i s t i c s 
and MIS and feven d e s p a t c h d e p a r t m e n t must work t o g e t h e r 
a s one t o make a new scheme s u c c e s s f u l . One bank l a u n c h e d 
and e x c e l l e n t new d e p o s i t scheme somet ime b a c k . A l o t 
of money was s p e n t on a d v e r t i s e m e n t s , p u b l i c i t y and 
l i t e r a t u r e . M a r k e t i n g of any b a n k i n g s e r v i c e s i t s impact 
id 
on f u n d s management of the bank, a s a wliole shou ld n o t 
b e i g n o r e d . In i n d u s t r y , stoc}< p i l e s of i n v e n t o r y l e a d 
t o i n c r e a s e i n c a r r y i n g C o s t s , f a i l u r e t o r e a c h t h e 
t a n g e t e d c u s t o m e r s and r i s k of o b s o l e s c e n c e . S i m i l a r l y 
i n b a n k i n g , i f t h e funds g e n e r a t e d i n t h e new m a r k e t i n g 
e f f o r t s a r e no t t r a n s m i t t e d q u i c k l y and u t i l i z e d p r o p e r l y . 
- , - , CONSUMERS INFORMATION and ACOQlSlTION 
176, MURRAY ( K e i t h B ) , Tes t o f s e r v i c e s m a r k e t i n g t h e o r y : 
Consumer i n f o r m a t i o n a c q u i s i t i o n a c t i v i t i e s . J o u r n a l of 
M a r k e t i n g . 5 5, 1; 1991; J a n - 1 0 - 2 5 . 
The a u t h o r e x p l o r e s t h e i n f o r m a t i o n n e e d s of 
s e r v i c e c o n s u m e r s . In t h e p u r c h a s e d e c i s i o n p r o c e s s , 
s e a r c h b e h a v i o r i s m o t i v a t e d i n p a r t by p e r c e i v e d r i s k 
and t h e c o n s u m e r ' s a b i l i t y t o a c q u i r e r e l e v a n t i n f o r m a -
t i o n w i t h which p u r c h a s e u n c e r t a i n t y can b e a d d r e s s e d . 
M a r k e t i n g t h e o r y s u g g e s t s t h a t consumers use i n f o r m a t i o n 
Source i n a d i s t i n c t i v e way t o r e d u c e t h e u n c e r t a i n t y 
a s s o c i a t e d w i t h s e r v i c e s . Hence, s i x h y p o t h e s e s a r e 
d e v e l o p e d t o t e s t t h e i n f o r m a t i o n a c q u i s i t i o n of s e r v i c e 
b u y e r s . An e x p e r i m e n t a l a p p r o a c h i s employed t o conpare 
i n a p r e p u r c h a s e c o n t e x t . The i n f o r m a t i o n s o u r c e s used 
by consumer s of s e r v i c e s and t h o s e used by consumers of 
g o o d s . The r e s u l t i n g d a t a s u p p o r t t h e p r e d i c t i o n s o f f e r e d 
and e x t e n d m a r k e t i n g t h e o r y . 
1 d J 
., - , COURIER 
177. SAPNA SINGH. Boom in courier service. Indian Journal pf 
J u l y -
Marketing. 22, 7-8; 1994/ Aug; 17-8. 
The courier was the only a l t e rna t ive to the govt, 
owned department of posts and te legraph. The Indian 
courier industry grew by the deeps and bounds. The 
cour i e r s ceter not only t o the growing needs of the 
pr iva te corporate sector but also to the pv±»lic sector 
un i t s l ike banks (for which they have to be approved by 
the Indian banking association) with l i b e r a l i s a t i o n of 
t rade and comnerce, the number of in te rna t iona l documents 
is bound to increase much more. The courier companies 
offer a free picl:-un of documents and offer c red i t 
operat ional and service back up to t rack the document 
in t r a n s i t a lso . 
", SERVICE CUSTOMER 
178, CHRISTOPHER (Martin). Dis t r ibu t ion and customer service . 
In Baker (Michael J ) . Marketing book, London, I n s t i t u t e 
of Marketing. 1987^3318-23. 
The main theme of t h i s chapter has been tha t 
l o g i s t i c s and marketing can combine together t o provide 
a powerful means of achieving a sus ta inab le competitive 
Id. 
a d v a n t a g e . The c o n b i n a t i o n of added v a l u e t h r o u g h s e r v i c e 
and c o s t a d v a n t a g e t h r o u g h g r e a t e r e f f i c i e n c y malce a 
w inn ing t e a m wherever t h e y a r e t r i e d . T h e r e a r e p r o b a b l y 
more o p p o r t u n i t i e s f o r p r o f i t improvement t h r o u g h s u p e r i o r 
m a r k e t i n g l o g i s t i c s t h a n from any o t h e r s o u r c e , 
- , SHAMPOOS 
1 7 9 . RAO (Prasad ) and RAO (P Pxorushotham) . M a r k e t i n g shampoo 
i n I n d i a . I n d i a n J o u r n a l of M a r k e t i n g . 23 , 7 - 8 ; 1994, 
J u l y - A u g ; 1 9 - 2 5 . 
The s e l e c t i o n and m o t i v a t i o n a r e t h e o t h e r two 
c r u c i a l v a r i a b l e s i n shanpoo m a r k e t i n g . I t i s n e c e s s a r y 
t o f i l l a l l t h e p o i n t s of piorchase w i t h t h e proc3uct and 
t h e d i s t r i b u t i o n s c h e d u l e h a s t o b e worked ou t e f f e c t i v e l y . 
As i m p o r t a n t s u g g e s t i o n i n t h i s r e g a r d s h o u l d be t o 
m i n i m i s e t h e c o s t of d i s t r i b u t i o n by way of p l a n n i n g . 
-, SHOES 
180. FIREMAN (Paul B) . C r e a t i n g a p l a n e t wave. A d v e r t i s i n g 
and M a r k e t i n g . 7, 9; 1995, Aug; 6 9 - 7 1 . 
Though d e t a i l s of i t s m a r k e t i n g s t r a t e g y a r e s t i l l 
n o t c e r t a i n i t i s c l e a r t h a t I n d i a n company p l a n s t o g o 
beyond j u s t s e l l i n g s h o e s and a p p a r e l . Reabok wan t s 
t o c r e a t e an e n t i r e f i t n e s s indua^try in I n d i a by o p e n i n g 
i t s own gyms and a e r o b i c c e n t r e s . 
l ; i 
- , SOCIAL CONSENSUS, RELATIONSHIPS 
181 . DEIGHTON (John) and GRAYSON (Kent) . M a r k e t i n g and 
s e d u c t i o n : B u i l d i n g exchange r e l a t i o n s h i p s by managing 
s o c i a l c o n s e n s u s . J o u r n a l of Consumer R e s e a r c h . 21 , 4 ; 
199 5, Mar '" 6 6 0 - 7 6 . 
T h i s a r t i c l e has a n a l y z e d s e d u c t i o n , e x p l o r i n g 
F e l i x K r u l l ' s c o n t e n t i o n t h a t t h e human i n c l i n a t i o n t o 
p l a y a long w i t h d e c e p t i o n i s an e s s e n t i a l c o n s i d e r a t i o n 
in any a t t e m p t t o e x p l a i n t h e s o c i a l and e c o r o m i c o r d e r . 
J u s t a s a t t e n t i o n t o c o g n i t i v e h e u r i s t i c s and b i a s e s 
can e x p l a i n how m a r k e t e r s manage what consumers l e a r n 
from e x p e r i e n c e so h e r e s u g g e s t a t t e n t i o n t o s o c i a l 
p a t h o l o g i e s such s s f r a u d and congames, and t h e i r 
more i n n o c e n t c o u n t e r p a r t s , p l a y and e n t e r t a i n m e n t , 
may h e l p t o e x p l a i n how m a r k e t e r s i n d u c e c o m p l s i n c e 
i n c o n s u m e r s . 
- , STATE ENTERPRISES 
182. MAtlSSHWARAi-: ( D u r a r i r a j ) . S t a t e e n t e r p r i s e s : A m a r k e t i n g 
p e r s p e c t i v e . Iji K i n d r a (GS), Ed. M a r k e t i n g i n d e v e l o p i n g 
c o u n t r i e s . D e l h i , S e l e c t book s e r v i c e s y n d i c a t e . 1985»p . 
2 1 6 - 3 7 . 
Whatever t h e con to ina t ion of p r i m a r y o b j e c t i v e s 
and t h e marke t f o r c e s , SOEs have t o a r r i v e a t a t r a d e 
l ; j 
o f f be tween t h e i r s o c i a l b e n e f i t s and commercia l v i a b i l i t y . 
The m a r k e t i n g mx s h o u l d b e c a r e f u l l y chosen so t h a t t h e 
e m p h a s i s on t h e s o c i a l o r commerc ia l o b j e c t i v e d o e s no t 
j e o p a r d i z e t h e e f f e c t i v e s u r v i v a l of t h e f i r m o r t h e 
g o o d w i l l of t h e p u b l i c . The s t a t e s h o u l d e v a l u a t e i t s 
p o l i c i e s t a k i n g i n t o c o n s i d e r a t i o n b o t h i t s economic and 
s o c i a l r o l e s a s an o r g a n i z a t i o n . I t i s recommended t h a t 
c o n s i d e r a t i o n of e f f i c i e n c y and f i n a n c i a l v i a b i l i t y b e 
r e p r e s e n t e d i n p r i c i n g c o n t r o l d e c i s i o n b a s e d on s o c i a l 
b e n e f i t . A l s o s o c i a l c o s t s shou ld be c o n s i d e r e d i n 
commercia l d e c i s i o n s . 
- , STEEL PRODUCTS, RANGE 
183 . BATRA (Damindar Singh) . A c h i e v i n g s u c c e s s t h r o u g h s t e e l 
mansh ip . F o r t u n e I n d i a . 13, 17; 199 5, J u l y ; 1 7 - 2 2 . 
Va lue a d d i t i o n i s R a j e n d e r ' s f o r t e . By m a i n t a i n i n g 
a b a l a n c e be tween good human v a l u e and s t r o n g t e c h n o l o g i c a l 
o r i e n t a t i o n t h e g r o u p h a s become a c o h e n s i v e r e s u l t 
o r i e n t e d , marke t l e d s t e e l c o n g l o m e r a t e i n I n d i a . In 
o r d e r t o expand I t s cus tomer b a s e and i n c r e a s e i t s 
b u s i n e s s a c t i v i t y , t h e company d i v e r s i f i e d i t s p r o d u c t 
r a n g e t o i n c l u d e c o l d r o l l e d p r o d u d t s among o t h e r t h i n g s . 
l;i:i 
- , STRATEGIES 
184. BIJAPURKAR (Rama). Few base marketing s t ra tegy. Indian 
Management. 33, 5; 1994, May; 55-8. 
The Indian consumer i s changing at a macro l eve l . 
The a r r iva l of s a t e l l i t e t e l ev i s ion i s as dramatic a 
development as l i b e r a l i s a t i o n because for the f i r s t time 
t h i s paper has open up the Indian mind t o outside 
inf luences . 
185. RAiCHAUDHARi (Anjan). VJar fa re : Ba t t l e l i n e s are drawn 
in business s t r a t eg i e s much as they are in mi l i ta ry 
conbat. Advertising and Marketing. 6, 20; 1995, Jan, 
31; 35-8. 
Defence and business are two major preoccupations 
for every nation, big or small. There are obvious 
difference between the two but there are also uncanny 
s i m i l a r i t i e s . Defence forces protect or acquire . 
t e r r i t o r i e s to achieve national advantages. Companieis 
pro tec t or acquire market share for t he i r own p r o f i t s . 
In s t ruc tu res systems, functions, procedures and 
t ra in ing the i r are many things in comman. 
LIUI) 
- , - , BUSINESS, CONCEPTS 
186, XAVIER (MJ) . Concept of b u s i n e s s s t r a t e g y . I n d i a n Management. 
34, 4 ; 1995, May; 1 6 - 2 5 . 
S t r a t e g y i s c o n c e r n e d w i t h a c h i e v i n g l o n g t e r m 
o b j e c t i v e s of t h e o r g a n i s a t i o n , s t r a t e g y i s f i n d i n g a 
much be tween o r g a n i s a t i o n a l r e s o u r c e s and o p p o r t u n i t i e s 
i n t h e o u t s i d e e n v i r o n m e n t , s t r a t e g y i s a v e h i c l e fo r 
a c h i e v i n g c o m p e t i t i v e a d v a n t a g e and s t r a t e g y i s a mechanism 
f o r cop ing w i t h a t u r b u l e n t e n v i r o n m e n t . 
- , . - , CARPET INDUS ORY, EXPORT 
187. JHA (Blshwambhar). Export marketing s t ra tegy for carpet 
industry in India . Indian Journal of Marketing. 16, 1; 
1985, Sep; 3-24. 
The export marketing s t ra tegy of Indian carpet 
manufacture exporters pa r t i cu l a r l y of eastern Uttar 
Pradesh leaves much to be desi red. They have t o effdct 
an a l l round inprovement in t h e i r marketing strategy 
considering marketing object ives , t a r g e t s , elements of 
marketing po l i c i e s in an integrated manner if they 
have to boost up t he i r carp«t expor ts . 
IJI 
- , - , COMPETITION, MODELS 
188. NELSON (James E) . Four models of c o m p e t i t i o n and t h e i r 
i m p l i c a t i o n s f o r m a r k e t i n g s t r a t e g y . V i k a l p a . 19, 1? 1994, 
Jan-Mar J . 3 - 1 3 . 
T h i s p a p e r h a s two p u r p o s e s o n e i s t o i n p r o v e under-
s t a n d i n g of c o m p e t i t i o n by e x p a n d i n g b a s i s of t h r o u g h 
from models i n economics t o models from b i o l o g y / g l o b a -
l i z a t i o n and s o c i a l p s y c h o l o g y . As used t h i s pape r 
" C o m p e t i t i o n " i s d e f i n e d a s a s t r u g g l e be tween two o r 
rroTe e n t i t i e s f o r p o s s e s s i o n of some t h i n g t h a t i s 
s c o r e and p r i z e d . The^paper o t h e r p u r p o s e i s t o draw 
m a n a g e r i a l i m p l i c a t i o n s from each model, t o p r o v i d e 
g u i d a n c e f o r m a r k e t i n g d e c i s i o n makers a t t e i r p t i n g t o 
a c h i e v e s t r a t e g i c c o n p e t i t i v e a d v a n t a g e . 
- , - , COKiPETITlVE, FINANCIAL PERFORMANCE 
189. DE OvSTRO ( J u l i o O) and CHRISMAN (James J ) . Order of 
marke t e n t r y , c o n p e t i t i v e s t r a t e g y and f i n a n c i a l p e r f o r -
mance . J o u r n a l of B u s i n e s s R e s e a r c h . 33 , 2; 1995, J u n e ; 
16 5 -77 . 
Here i s examined t h e r e l a t i o n s h i p be tween o r d e r 
of marke t e n t r y , c o m p e t i t i v e s t r a t e g y and f i n a n c i a l 
p e r f o r m a n c e u s i n g a sample of f i r m s i n c o n c e n t r a t e d 
ma tu re i n d u s t r i e s m a n u f a c t u r i n g h e t e r o g e n e o u s p r o d u c t s 
2( j j 
sold in domestic markets. The research discusses the 
conceptual izat ion of order of market entry and competitive 
s t ra tegy, arguing for the val i» of inves t iga t ing both 
const ructs simultaneously when evaluating the determinants 
of a business u n i t ' s f inancia l performance. The resu l t 
ind ica te that there i s a s ignif icant r e la t ionsh ip between 
entry order and corrpetitive s t ra tegy . 
-,-, DISPLAY, X)?, SHELF AREA 
190. SiNHA (PK) . ivboning shelf area for pop display: Strategy 
for the years to come. Jx\ Sahoo (SC) and Sinha (PK), Ed. 
Emerging t rends in Indian marketing. Delhi, Academic 
Foundation, 199l.p, 141-4 . 
The trend in Indian marketing i s towards Pop 
promotion caused mainly due t o the change in the buying 
behaviour towards inpulse buying. Author in t h i s paper 
ou t l ine the way i t i s done and the p r a c t i c e s prevalent . 
He t a l k s mainly of merchandising, a process of h i r ing 
mercenaries. He maintains that shelf area acquiring 
i s key t o success and ends with comment tha t products 
tha t need word of mouth and the convenience products 
have to r e so r t to t h i s method of promotion. 
2iJj 
- , - , FERTILIZERS 
191. BIRADAR (RD) . I ^ r k e t i n g s t r a t e g i e s for f e r t i l i z e r s . Indian 
Jou rna l of Marketing. 24, 1; 199 5, J an ; 3-6 . 
The farmer as a customer i s t h e undisputed king in 
f e r t i l i z e r market ing . I t i s necessary t o c r e a t e awareness 
as well as brand l o y a l t y among the t a r g e t group of farmers , 
and farmers performance for t h e de t e rmina t ion of product 
v i z . s t r a t e g y . For i n c r e a s i n g market share , t h e o r g a n i s a -
t i o n should improve t h e i r p roduc t s as well as t h e i r 
p o s i t i o n in the f e r t i l i z e r f i e l d th rough i n t e n s i v e farmer 
o r i e n t e d market development programmes. There i s a cons tan t 
need t o develop new produc t s and s e r v i c e s package t o s u i t 
t h e changing requ i rements of t h e farmers in o rder t o 
keep the pace with t h e cont inuous advances in a g r i c u l t u r a l 
s c i ence by e f f i c i e n t marketing r e s e a r c h . 
- , - , GLOBALISATION 
192. MURTHY (Gautam) . S t r a t e g i e s for e f f e c t i v e Indian g l o b a l -
i s a t i o n . Management and Labour S t u d i e s . 20, 3; 199 5, J u l y ; 
161-9. 
The new economic p o l i c i e s of t h e Government of 
India aimed at g l o b a l i s a t i o n r e p r e s e n t a copernican 
r e v o l u t i o n in economic t h i n k i n g in t h i s count ry . Global -
i s a t i o n i s not merely an economic phenomenon. I t i s 
mul t id imensional and m u l t i f a c e t e d concep t . G l o b a l i s a t i o n 
means a g r e a t e r bonding or coming t o g e t h e r of n a t i o n s t a t e . 
c u t 
-, -, INDUSTRIAL POSITIONING 
193 . MUHLBACHER (Hans) , DREHER (Ange l lka ) amd G A B R I E L - R I T T E R 
( A n g e l i k a ) . Managing i n d u s t r i a l p o s i t i o n i n g s t r a t e g i e s . 
I n d u s t r i a l M a r k e t i n g Management. 23, 4 ; 1994, Oc±; 2 8 7 - 9 7 . 
Based upon a c r i t i c a l r e v i e w of t h e l i t e r a t u r e on 
s t r a t e g i c m a r k e t i n g , p o s i t i o n i n g , s e g m e n t a t i o n , and 
d i f f e r e n t i a t i o n , t h e a u t h o r s u g g e s t a model o f how t o 
s t r u c t u r e a p o s i t i o n i n g p r o c e s s i n i n d u s t r i a l m a r k e t s , 
A c a s e s t u d y i n i n d u s t r i a l e n g i n e e r i n g and c o n s t r u c t i o n 
d e m o n s t r a t e s t h e p r a c t i c a l a p p l i c a b i l i t y o f t h i s p r o c e s s . 
- , - , PERFORMANCE, RELATIONSHIP 
194. ZOU (Shaoming) and CAVUSGIL (Tamer S) . M a r k e t i n g s t r a t e g y 
p e r f o r m a n c e r e l a t i o n s h i p : I n v e s t i g a t i o n o f t h e e m p i r i c a l 
l i n k i n e x p o r t marke t v e n t u r e . J o u r n a l of M a r k e t i n g . 58, 
1; 1994, O c t ; 1 - 2 1 . 
The r e l a t i o n s h i p be tween m a r k e t i n g s t r a t e g y and 
p e r f o r m a n c e h a s been we l l documented i n t h e d o m e s t i c 
m a r k e t i n g c o n t e x t . The r e l a t i o n s h i p h a s b e e n s t u d i e d in 
t h e c o n t e x t of e x p o r t v e n t u r e s . E x p o r t m a r k e t i n g s t r a t e g y 
i s i n f l u e n c e d by t h e i n t e r n a l ( f i r m and p r o d u c t c h a r a c t -
e r i s t i c s ) and e x t e r n a l f a c t o r s ( i n d u s t r y and e x p o r t s 
marke t c h a r a c t e r i s t i c s . 
c'U,) 
- , - , SEMINAR, NATIONAL 
195. KHURAKA (Rakesh). Nat iona l seminar on s t r a t e g i c market ing. 
hll^ News. 1994;SeQ-DecP.17. 
The seminar was aimed at developing course s t r u c t u r e 
i n t e g r a t i n g the r e a l l i f e cases of l ead ing corpora te 
h(3uses. Ten such cases were p re sen ted at t h e seminar 
by t h e i n d u s t r i a l . 
- , -, SERVICE, GLOBAL 
196. KOSTEGKI (Michael) . S t r a t e g i e s for g l o b a l s e r v i c e markets . 
In Kos teck i (MO, Ed. Marketing S t r a t e g i e s for s e r v i c e s . 
Oxford, PergsTon Press , 1994#p.2-21. 
T r a d i t i o n a l p a t t e r n s of t h i n k i n g about marketing 
a re c u r r e n t l y b reak ing down. Serv ices have become c e n t r a l 
and market ing managers a re r e q u i r e to respond t o new 
qiaestions a r e . i*iy i s marketing d i f f e r e n t in a s e rv i ce 
economy'; Vvhat are t h e d r i v i n g force behind the changes 
in t h i s environtnent what i s the na tu re of t u rbu l ence 
a f f e c t i v e s e r v i c e f i r m s . I t i s the con ten t ion of t h i s 
volujie t h a t / the s e rv i ce economy p l a c e s c l i e n t s and 
s e r v i c e s in the center of economic a c t i v i t i e s , new 
s e r v i c e t echno log ie s and changes in b u s i n e s s r e g u l a t i o n 
are the primary c u r r e n t sources of t u rbu l ence for se rv ice 
f i rms , marketing s t r a t e g i e s for s e rv i ce a r e i n c r e a s i n g l y 
g l o b a l i z e d . 
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-,-, SMiALL SCALE IlsIDUSTRIES, EXPORT, ^ D E , 1990s 
197. AGRAvAL (I'bhan L) . S t r a t e g i c e x p o r t m a r k e t i n g irode f o r 
smal l s c a l e i n d u s t r i e s i n I n d i a in 1990s . I_n Sahoo (SC) 
and S inha (PK), Ed. Emerging t r e n d s i n I n d i a n m a r k e t i n g . 
D e l h i , Academic F o u n d a t i o n . 1991^,10 5 -12 . 
A d e s i r e t o s u c c e e d and t h e a d o p t i o n of a 
s t r a t e g i c mode of m a r k e t i n g . These a r e t h e two g e n e r a l l y 
found c h a r a c t e r i s t i c s of t h e s u c c e s s f u l s m a l l s c a l e 
e x p o r t e r s . A u t h o r ' s t h i s a r t i c l e h e r e a r r i v e s a t t h i s 
C o n c l u s i o n by c i t i n g some examples and g o e s on t o s u g g e s t 
t h e ways t o a c h i e v e t h i s s t r a t e g i c mode. He b e g i n s w i th 
t h e f i n d i n g t h a t t h e l a c u n a e i n t h e I n d i a n e x p o r t e r s i s 
n o t i n t h e i r p r o d u c t s b u t i n t h e i r m a r k e t i n g . Those 
s u c c e s s f u l i n e x p o r t s a r e t h o s e w i t h t h e s e c h a r a c t e r i s -
t i c s o r t h e o f f s h o o t s of l a r g e b u s i n e s s h o u s e s . 
- , 9TRUCTURE, SUNK COST 
198. SCHI^LENSEE (Richard) . Sunk c o s t s and marke t s t r u c t u r e : 
A r e v i e w a r t i c l e . J o u r n a l of I n d u s t r i a l Economic . 40, 2; 
1992, J u n e ; 12 5-34. 
The game t h e o r e t i c r e v o l u t i o n i n i n d u s t r i a l e conomics 
h a s t h o u g h t us t h a t u n o b s e r v a b l e d e t a i l s o f market s t r u c t u r e 
may have l a r g e e f f e c t on conduc t and p e r f o r m a n c e . VJith 
sunk Cos t , John S u t t o n h a s shown t h a t one can n o n e t h e l e s s 
sometimes obtain robust game theore t i c nred actions that 
depend only one observable. Sionk cos t s also shows that 
such predic t ion can be usefully confronted with a mixture 
of econometric analysis industry h i s t o r i e s and in terna-
t i o n a l comparison. 
- , SUCCESS 
199. SAittJDERS (John) . Har>;eting and competitive success. Iji 
Baker (Michael J ) , E^. Marketing book. London, I n s t i t u t e 
of Marketing. 1987-p,10-28. 
This a r t i c l e examines the s t ra tegy, t a c t i c s and 
r e a l i t y of competition. Borrowing from Por t e r ' s seminal 
works on competition. I t f i r s t looks at the force which 
shape s t ra tegy and the major s t r a t e g i c a l t e r n a t i v e s . I t 
then uses the mi l i ta ry analogy t o examine the t a c t i c s of 
conpet i t ion for the market lead, the strong number two, 
the follower and the nicher . 
- , TEA 
200. PATEL (Maganbhai J) . Marketing of Indian t ea . Indian 
Journal of Marketing. 16, 1; 198 5, Sep* 15-20. 
Marketing of Indian tea i s the most neglected aspect 
of Indian t ea indust ry . The production, export, imports. 
2iJ-^ 
a u c t i o n , p r i c e s . Marke t i ng and d i s t r i b u t i o n a r e some of 
t h e i m p o r t a n t c o n s t i t u e n t s o f t h e i n t e r n a t i o n a l marke t 
f o r t e a . In t h e g r e a t e r i n t e r e s t of commodi ty /p roduc t 
t h e major t e a p r o d u c i n g / e x p o r t i n g c o u n t r i e s of I n d i a , 
S h r i Lanka, Kenya, I n d o n e s i a , Ch ina and B a n g l a d e s h . 
- , TECHNIQUES 
2 0 1 . ENGLAND (Leonard )^ O the r t e c h n i q u e s . ^ V b r c e s t e r (Rober t 
^) M« Consumer marke t r e s e a r c h hand book , London, McGraw 
H i l l . 1972«p,220-38. 
Most of t h e r e s e a r c h which does n o t i n v o l v e t h e 
d i r e c t i n t e r v i e w i s , i n f a c t r e l a t e d t o measurement o f 
t e l e v i s i o n v i e w i n g by means of m e t e r s t h e a u d i t i n g of 
s h o p s by means of v a r i o u s forms of c o u n t s o r mai l s u r v e y s . 
- , TECHNOLOGY, MANAGE ^ ENT 
202 . PRASAD ( L ) . Technology management: Some p e r s p e c t i v e s . 
Management and LabotJr S t u d i e s . 20, 2; 199 5, J u l y ; 1 8 4 - 9 . 
The pape r d e a l s wi th t h e i m p o r t a n c e of t e c h n o l o g y 
a s a major r e s o u r c e f o r n a t i o n a l deve lopmen t , some a s p e c t s 
of s e l e c t i o n of t e c h n o l o g y , t h e t e c h n o l o g y l i f e c y c l e 
e t c . Some r e l a t e d i s s u e s i n I n d i a n c o n d i t i o n s l i k e 
e v o l v i n g t e c h n o l o g y p a c k a g e s an i n t e g r a l app roach t o 
t e c h n o l o g y management, t h e concep t of c l e a n t e c h n o l o g i e s 
and t h e ra i jk ing of t e c h n o l o g y o p t i o n s a r e dj . scussed t o 
p r o v i d e an i n s i g h t i n t o t h e p r e s e n t s i t u a t i o n . 
2iJ.j 
- , TESTS, EXPSRir-ENTS 
2 0 3 . DAVIS (John) . Market t e s t i n g and e x p e r i m e n t a t i o n . In 
Wbrces t e r (Rober t M), Ed. Consumer marke t r e s e a r c h hand 
b o o k . Lonefcn, Mc Grav) H i l l . 1972-0.48 5 -504 . 
Marke t i ng e x p e r i m e n t s need t o b e c a r e f u l l y d e s i g n e d 
and measured i n o r d e r t o answer t h e q u e s t i o n s b e i n g 
posed and t h i s a p p l i e s t h e e x p e r i m e n t s r e l a t e d t o 
immedia te p r o b l e m s o r a r e b e i n g mounted i n o r d e r t o 
g a i n long t e r m e x p e r i e n c e , 
- , TEXTILES and CONSUIvlER BEHAVIOUR 
204, NAIK (GB). Marketing of t e x t i l e s and consumer behaviour. 
Indian Journal of Marketing, 23, 9-12; 1994, Sep-Dec; 
10-13. 
Buying behaviour is assuming greater s ignif icance 
day by day in the marketing process. Whether i t i s a 
consumer good or a indus t r i a l commodity. Buyers have many 
layers of behaviour which arespeci f ic to pa r t i cu la r 
products or se rv ices . A pa r t i cu la r coloured cloth say 
saffron evokes a special a t t en t ion and behaviour amongst 
a set or group of consumers thus inducir^ the t e x t i l e 
firm to manufacture the goods for the s a t i s f ac t i on of 
"consumers. Thus the aim of the firm i s to design a theory 
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on how a marke t w o r k s . T h i s mean t h e a n a l y s i s of (a) who 
c o n s t i t u t e s t h e consumers? (b) 'What t h e y want? (c) How 
t h e y buy? (d) How t h e y u s e . 
- , THEORIES, INFLATION, REPRESSED, BARRO-GROSSMAN 
20 5. BENNETT ( J o h n ) . R e s a l e of goods under r e p r e s s e d i n f l a t i o n : 
I m p l i c a t i o n f o r supp ly m u l t i p l i e r s . Joxornal of C o m p a r a t i v e 
Economics . 14, 1; 1990, Mar; 1-14. 
The p o s s i b i l i t y of goods r e s a l e by h o u s e h o l d s i s 
i n t r o d u c e d i n t o t h e Bar ro -Grossman r e p r e s s e d i n f l a t i o n 
mode l . Goods a r e a l l o c a t e d t o h o u s e h o l d s v i a o f f i c i a l 
c h a n n e l s a t a p r i c e f i x e d be low t h e m a r k e t - c l e a r i n g 
l e v e l ; b u t h o u s e h o l d t h e n t r a d e w i t h o n e a n o t h e r i n t h e 
second economy, where p r i c e i s marke t c l e a r i n g . T h i s 
h a s s i g n i f i c a n t i m r ^ l i c a t i o n f o r supp ly m u l t i p l i e r s under 
r e l a t i v e l y mould a s s u n p t i o n s an i n c r e a s e i n t h e quo ta of 
g o o d s t a k e n by t h e government i s found t o c o u r s e o u t p u t 
t o i n c r e a s e . 
- , - , INTEGRATIVE 
206 . CLARK ( T e r r y ) . I n t e r n a t i o n a l m a r k e t i n g and n a t i o n a l c h a r a c -
t e r : A r e v i e w and p r o p o s a l f o r an i n t e g r a t i v e t h e o r y . 
J o u r n a l of M a r k e t i n g . 54, 4 ; 1990, O c t ; 6 6 - 7 9 . 
The a u t h o r d i s c u s s e s t h e concep t of n a t i o n a l 
2u 
Charac t e r . The idea t h a t t h e people of each n a t i o n have 
a d i s t i n c t i v e , endur ing p a t t e r n of behavior and/or 
p e r s o n a l i t y c h a r a c t e r i s t i c s . He examine t h e concept in 
terms of i t s va lue and v a l i d i t y for use in i n t e r n a t i o n a l 
market ing . The development of t h e study of n a t i o n a l 
c h a r a c t e r in t h e a n t h r o p o l o g i c a l , p sychoana ly t i c and 
q u a n t i t a t i v e school i s surveyed. A marlceting r e l e v a n t 
n a t i o n a l cha rac t e r concept with a p p l i c a b i l i t y t o bo th 
consumer and s t r a t e g i c d e c i s i o n making i s proposed. 
- , - , M:^DSLIWG 
looRTHY (K Sr idhar) . Theo re t i c a l i todeling in market-
i n g . J o u r n a l of Market ing. 57, 2; 1993, Apr. 92-106. 
Over t h e l a s t 10 years or so, t h e o r e t i c a l modeling 
has r a p i d l y become an impor tant s t y l e of r e sea rch in 
market ing . To many people however t h i s s t y l e i s s t i l l a 
mystery. This a r t i c l e i s an attemgit at exp la in ing t h e o r e -
t i c a l modeling. The author argues t h a t even though 
t h e o r e t i c a l modeling i s q u a n t i t a t i v e . I t i s c l o s e r t b 
b e h a v i o r a l makret ing i n purpose and methodology t han to 
q u a n t i t a t i v e d e c i s i o n support modeling. Whereas behav io ra l 
marketing invo lves e r rp i r i ca l exper iments , t h e o r e t i c a l 
modeling i nvo lves l o g i c a l exper iment . Usihg t h i s frame-
work t h e author add re s se s such i ss i jes as the i n t e r n a l 
and e x t e r n a l v a l i d i t y of t h e o r e t i c a l models, t h e purpose 
of t h e o r e t i c a l modeling and t h e t e s t i n g of model-based 
riA L J 
t h e o r i e s . The agency t h e o r y e x p l a n a t i o n of s a l e s f o r c e 
c o n p e n s a t i o n i s used a s a c a s e s t u d y . 
- , - , F£)RAL DEVELOPMENT 
208 . GOOLSBY ( J e r r y R) and HUNT ( S h e l l o y D) . C o g n i t i v e moral 
deve lopmen t and m a r k e t i n g . J o u r n a l of M a r k e t i n g . 56, 1; 
1992, Jan ' - 5 5 - 6 8 . 
Many academic d i s c i p l i n e s a r e a p p r o a c h i n g t h e s tudy 
of e t h i c s from a c o g n i t i v e o r i e n t a t i o n by e x p l o r i n g t h e 
mora l r e a s o n i n g p r o c e s s i n d i v i d u a l s use t o make e t h i c a l 
j u d g e m e n t s . The a u t h o r e m p i r i c a l l y examine a r i c h t h e o r e -
t i c a l c o n c e p t w i t h an e x t e n s i v e r e s e a r c h - b a s e d l i t e r a t u r e . 
C o g n i t i v e moral deve lopment o r CMD, a s i t r e l a t e d t o 
p r o f e s s i o n a l m a r k e t i n g . C o n t r o l l i n g f o r s i m i l a r e d u c a t -
i o n a l backgroiond. They f i n d t h a t ( l ) P r o f e s s i o n a l m a r k e t -
i n g p r a c t i t i o n e r s corrware f a v o u r a b l y w i t h o t h e r s o c i a l 
g r o u p (2) m a r k e t e r s s c o r i n g h i g h on CMD t e n d t o be f ema le 
and h i g h l y e d u c a t e d (3) m a r k e t e r w i t h advance moral 
r e a s o n i n g p r o p e r t i e s t e n d t o have s o c i a l l y r e s p o n s i b l e 
a t t i t u d e s and b e h a v i o r s . 
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-,-, PERSPECTIVES, SCIENTIFIC 
209. Zli^iiAN (George M) and HiRSCHHEiM (Rudy) . I t u t h in 
marT<eting theo ry and r e s e a r c h ; An a l t e r n a t i v e p e r s p e c t i v e . 
J o u r n a l of Marketing. 56, 2; 1992, Apr? 80-88 . 
Nunerous au thors have d i scussed t h e p o s s i b i l i t y of 
a marketing sc ience and have p resen ted t h e i r v i s i o n t o 
d e s c r i b e t h e c h a r a c t e r i s t i c s of such a s c i e n c e . Funda-
menta l ly t h e s e v i s i o n s must come t o g r i p s with t h e idea 
of " t r u t h " and the r o l e t r u t h p lay in theory and research , 
I n t h i s a r t i c l e s , t h e a u t h o r s explore " t r u t h i n marketing 
s c i e n c e " by desc r ib ing t h e e s s e n t i a l problem of sc ience 
i n g e n e r a l and d i s cus s ing t h e i s s u e t h a t shape t heno t ion 
of a marketing sc ience i n p a r t i c u l a r . They note two 
l i m i t i n g f a c t o r s In viewing marketing as science (1) mark-
e t ing as an app l i ed f i e l d , (2) m a r k e t i n g ' s a t t e m p t s t o 
e x p l a i n human behavior - a phenomenon t h a t i s mutable, 
u n p r e d i c t a b l e and r e a c t i v e . They propose a s c i e n t i f i c 
r e a l i s t p e r s p e c t i v e , which can be useful for d e s c r i p t i n g 
some of t h e " s c i e n t i f i c " e x p l a n a t i o n s o f fe red i n 
t h e marketing l i t e r a t u r e . 
2l 't 
- , - , RELATIONSHIPS, AGENCY 
210. BERGEN (Mark), DUTTA (Shantanu) and Vtf^ KER ( O r v i l l e C) . 
Agency r e l a t i o n i ^ i p s i n market ing: A review of t h e i m p l i -
c a t i o n and aDDlicat ion of agency and r e l a t e d t h e o r i e s . 
J o u r n a l of Marke t ing . 56, 3 ;1992; J u l y ; 1 - 2 4 . 
Agency and r e l a t e d t h e o r i e s have proven useful as 
t h e o r e t i c a l frameworks for examining r e l a t i o n s h i p s between 
p r i n c i p a l s and t h e i r agent in many d i s c i p l i n e s . However, 
though marketing i n v o l v e s a wide a r r a y r of agency r e l a t i o n -
s h i p s agency base r e s e a r c h has only r e c e n t l y begun t o be 
r epo r t ed in t h e marketing l i t e r a t u r e . The a u t h o r s t h e r e f o r e 
a t tempt to c l a r i f y the marketing i m p l i c a t i o n of agency 
theo ry by de sc r ib ing i t s major c o n s t r u c t . The two d i f f e r -
en t t y p e s of models embedded wi th in the theory and some 
c l o s e l y r e l a t e d t h e o r e t i c a l s t r u c t u r e s . They a l so 
c r i t i c a l l y review post and p o t e n t i a l agency based r e s e a r c h 
in marketing and sugges t s way i n which marke te rs might 
c o n t r i b u t e t o improving i t s v a l i d i t y and u s e f u l n e s s . 
-t-, SCIENTIFIC _and RESEARCH 
211, HUNT (Shelby D) . O b j e c t i v i t y in marketing theory and 
r e s e a r c h . J o u r n a l of Market ing. 57, 2; 1993, Apr ; 7 6 - 9 1 . 
Many marke te rs contend t h a t r e cen t development i n 
t h e phi losophy of sciSnce imply t h a t o b j e c t i v i t y i n 
Li,) 
rnar'keting r e sea rch i s an i l l u s i o n , a chimera, or imposs ib le . 
F ive arguments a re cus tomar i ly put f o r t h t h a t supposedly 
demonstrate t h e i m p o s s i b i l i t y of o b j e c t i v i t y : (1) l i n g u i s t i c 
r e l a t i v i s m , (2) paradigm in comraensurabil i ty, (2) t h e o r i e s 
a re under determined by f a c t s , (4) p e r c e p t i o n i s t h e o r y -
laden , and (5) e p i s t e m i c a l l y s i g n i f i c a n t o b s e r v a t i o n s are 
t h e o r y - l a d e n . The author e v a l u a t e s t h e f i v e arguments, 
shows t h a t t h e r e i s no th ing i n the phi losophy of science 
t h a t dooms o b j e c t i v e marketing r e s e a r c h and p u t s f o r t h 
t h e " p o s i t i v e ca se" for o b j e c t i v i t y . 
- , - , SCIENTIFIC REALISM, HUNT 1990 
212, PETER (Paul J ) . Real ism or r e l a t i v i s m fo r marketing theo ry 
and r e s e a r c h : A comment on Hunt' s " S c i e n t i f i c Realism", 
J o u r n a l of Market ing. 53 ,2 ;19^2 ,Aor ; 72-9 , 
H u n t ' s 1990 i n t e r p r e t a t i o n of s c i e n t i f i c r e a l i s m 
i s conpared with t h e r e l a t i v i s t i c / c o n s t r u c t i o n i s t view 
p r e v i o u s l y in t roduced in t h i s j o u r n a l . Though some 
s i m i l a r i t i e s a r e found t h e two views d i f f e r most s t r i -
k i n g l y in terms of t h e na tu re of r e a l i t y , t h e na tu re of 
t r u t h and t h e v a l u e of the concept of incommensurabi l i ty . 
Several i m p l i c a t i o n s a re o f fe red fo r marketing s c i e n t i s t s 
about what d i f f e r ence i t makes which view they accep t . 
However, t h e author concludes t h a t phi losophy o r i e n t e d 
2 io 
marketing t h e o r i s t s need t o fu r the r demonstrate t h e va lue 
of t h e i r work of p r a c t i c i n g marketing s c i e n t i s t s . 
- , - , UNIONS, WAGES, DUNLOP 1994 
213, VETTER (Henrik) . Dynamics of monopoly union wages with 
asymmetric in fo rmat ion . Scand J . of Economics. 91, 1; 
199 5, Mar; 89-103 . 
Dunlop* s (1994) work on the monopoly union modei 
emphasizes t h a t t h e primary r o l e of wages i s t o d i s t r i b u t e 
i n d u s t r y r e n t s . This paper ex tends t h e model to two 
p e r i o d s and i t i s , f u r t h e r more, assumed t h a t f i rm a re 
b e t t e r informed than workers about t h e s ize or q u a l i t y 
of c a p i t a l . This v a r i a b l e i s unchanged over t ime so t h e 
f i r m ' s f i r s t pe r iod a c t i o n s igna l s informat ion r e l e v a n t 
for t h e second pe r iod wage. This dynamic r e l a t i o n s h i p 
t e n d s to lower labour demand in t h e f i r s t p e r i o d . 
- , TRADE-INS 
214. PUROHIT (Devavra t ) . Playing t h e r o l e of buyer and s e l l e r ; 
The mental accounting of t r a d e I n s . Marketing L e t t e r s . 
6 ,2 ; 199 5, Apr • 101-10. 
This paper examines the r o l e of t r a d e - i n s in consumers' 
purchases of new d u r a b l e goods. I t i s argued t h a t even i f 
t h e n e t p r i c e ^^aid by consumer who t r a d e i n an o l d 
prcjduct r e m a i n t h e same v a r y i n g t h e o f f e r on t h e t r a d e s u b s -
t a n t i a l l y 
/ a f f e c t s consumer s ' s a t i s f a c t i o n w i t h t h e t r a n s a c t i o n . I n 
p a r t i c u l a r b e c a u s e t h e p r o d u c t i s a p a r t o f t h e i r endow-
ment, c o n s u m e r s ' v a l u a t i o n o f t h e i r used p r o d u c t can b e 
more t h a n t h e m a r k e t ' s v a l u a t i o n . While t h e endownent 
e f f e c t i s a w e l l - d o c u m e n t e d phenomenon i t s i m p l i c a t i o n f o r 
t r a d e - i n s have y e t t o b e s t u d i e d . Here i s shown t h a t even 
i f two d e a l s a r e f i n a n c i a l l y e q u i v a l e n t , t h e p r e f e r r e d 
o p t i o n f o r consumers i s o f t e n t h e one i n which t h e consumer 
i s over p a i d on t h e t r a d e i n . 
- , IRADE MARKS, CONSUMER CONFUSION 
215 , GROVER (SK) . Consumer c o n f u s i o n of t r a d e m a r k s : R o l e of 
' R i s k R e d u c e r s ' . J o u r n a l o f S h r l Ram C o l l e g e of Commerce. 
15, 1; 199 5, J a n ; 3 5-54 . 
I h e o b j e c t i v e of t h i s p a p e r i s t o s t u d y t h e r o l e 
of t h e ' r i s k r e d u c e r ' l i k e t r a d e m a r k s i n m i t i g a t i n g t h e 
consumer c o n f u s i o n . I t s t a r t s w i t h t h e l a y i n g of g r o u n d 
Work f o r t h e r e l e v a n c e of t h e consumer p e r c e p t i o n i n 
g e n e r a l . T h i s i s f o l l o w e d by t h e r e l e v a n c e o f t h e s t udy 
of consumer p e r c e p t i o n , i n t h e economic , l e g a l e n v i r o n -
ment of t h e b u s i n e s s . I h e e v i d e n c e so p r o v i d e d used t o 
l o o k i n t o t h e r o l e of r i s k r e d \ x : e r s i n m i t i g a t i n g t h e 
consumer c o n f u s i o n i n i d e n t i f y i n g and b u y i n g t h e d e s i r e d 
t r a d e marked p r o d u c t . 
2i:, 
-, TYPES, FOOD GRAIN, ROLE, FOOD CORPORATION OF INDIA 
216, RATNAJA (G) , R o l e of food c o r p o r a t i o n of I n d i a i n i n t e g r a -
t i o n of f o o d g r a i n m a r k e t s . I n d i a n J o u r n a l of Px±>lic E n t e r p r i s e . 
9, 16; 1994, J u n e ; 1 1 0 - 1 6 . 
Through i t may seem l o g i c a l t o c o n c l u d e t h a t t h e 
px±) l ic i n t e r v e n t i o n i n t h e r i c e and wheat marl<et h a s 
c o n t r i b u t e d t o b e t t e r marke t i n t e g r a t i o n a s h y p o t h e s i s e d , 
s u c h an i n f e r e n c e of a c a u s a l r e l a t i o n s h i p may no t b e 
who l ly w a r r a n t e d b e c a u s e j owar and b a j r a m a r k e t s which 
a r e sx jb jec ted t o f a r l e s s p u b l i c c a e f f i c i e n t of v a r i a t i o n . 
T h i s c o u l d b e due t o o v e r a l l deve lopmen t i n t h e marke t 
i n f r a s t r u c t u r e t h a t h a s t a k e n p l a c e i n t h e i n t e r v i e w i n g 
p e r i o d . 
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